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The Wilson softball line is keyed to the speed and 
excitement of the game itself. Wilsonized softballs play 
fast and sure, retain shape, balance, and firmness 
through many innings of hard play. Wilson gloves and 
shoes give players the speed and confidence in the field 
that brings championships. Teams feel and play like 
champs when they wear colorful, full-action tailored 
Wilson uniforms that feature the latest in smart, 
attractive detailing. 

Teachers, coaches, recreation directors—those who 
bear the responsibility for buying—choose Wilson for 
quality. They can count on the Wilson name in soft- 
ball—just as they can wherever it appears in sports. 


te 


PLAY TO WIN WITH 


Wilson Sporting Goods Co., Chicago 
(A subsidiary of Wilson & Co., Inc.) 
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THIS CARD ENTITLES ME TO A 


GET-AQUAINTED 
OFFER OF 


i5 FULL MONTHS OF 
RECREATION MANAGEMENT 
OR $4 (REGULARLY $4 FOR ONE YEAR) 


If RECREATION MANAGEMENT does not meet my 
equirements, the full cost of my subscription will be 


Flunded any time during the first six months of 
ublication, 


THIS CARD ENTITLES ME TO A 


GET-AQUAINTED 
OFFER OF 


15 FULL MONTHS OF 
RECREATION MANAGEMENT 
FOR $4 (REGULARLY $4 FOR ONE YEAR 


@ If RECREATION MANAGEMENT does not meet 
requirements, the full cost of my subscription will b 
refunded any time during the first six months 


ETOA 


ITED r VL Su, uperJet | is the fastest Jetliner in the world. 


It takes off in = seconds...climbs to 30,000 feet in 1'7 minutes... 


)F cruises at 615 miles per hour. Of all the commercial airliners in the 
entire world, both scheduled and nonscheduled, flying on this side of 
OF | the iron curtain or the other side, not one can match this all-new, 
MENT most advanced Jet for speed, power-per-pound and comfort. This is 
ONE YEAR something the United States can be proud of...and TWA is proud. 
Now serving LOS ANGELES:LAS VEGAS: PHOENIX CHICAGO -NEW YORK:DAYTON: SAN FRANCISCO-KANSAS CITY 
six months 


FASTEST COAST-TO-COAST 

Call your travel agent Call your travel agent 

or nearest TWA office or nearest TWA office 
THE SUPERJET AIRLINE® 

The only airline flying across the United States in 4 hrs. and 30 mins. 


*TWA THE SUPERJET AIRLINE is a service mark owned exclusively by Trans World Airlines, Inc. 
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wears and recommends 


NEW “‘NO-SLIP’’ BLUE 
MOLDED SOLE FOR 


lew 


Hundreds of angle-cut gripping edges assure 
positive skidproof traction. Ideal for use, too, on grass, 

polished or damp courts. Men’s sizes 4 to 14; 
women’s sizes 4 to 10. Also an excellent sole for boating. 


Jack Kramer, top man 
of the tennis world, 


recommends the shoes 


he wears — Converse! 


These favorites of 
professionals and 
amateur players are 


available in a choice of 
PINPOINT DESIGN 
MOLDED SOLE FOR 


Designed especially for tennis and 
rd other court games. The sole with the 
y. 7 extra durability needed for play on rough, 
4 abrasive surfaces. Men's sizes 4 to 14; 
women’s sizes 4 to 10. 


NET KING 
(circular vamp) 


two styles and two 


action-proved soles 


to meet your 


individual 


requirements. 


COURT STAR 
(lace-to-toe) 


CONVERSE RUBBER COMPANY MALDEN 48, MASSACHUSETTS 
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MANAGEMENT SPEAKS: 


Company, employee, family and community 
join together to provide recreational, 
educational and social opportunity for: 


THE 

WHOLE 

MAN ...and...HIS 
WHOLE 
FAMILY 


f the family is the basic unit of society, as it truly is, then 

every American should do all within his power to preserve 
it. At Flick-Reedy all of our efforts our bent in this direc- 
tion. Be they educational, social or recreational. 


After the family, in the order of importance, comes the 
community in which each of us lives. Thus the community 
plays a very vital part in all of our efforts. We have a very 
direct affect on each other. If we work well together—the 
family, the community and our plant—then the state and 
the nation will be equally healthy. If we fail, then the state 
and the nation fail. 


We have been told that our plant is 25 years ahead of its 
time—we won the Plant of the Year Award, the Silver 
Award, The Executive Americanism Award and others. We 
are proud of them because they represent awards to our 
people—healthy people—in mind, in body, and in heart. 


To create such people you must encourage them to do 
for themselves—we do not spoon feed men and women at 
Flick-Reedy—but we do give them an opportunity to par- 
ticipate in every way in the activities that will keep them 
sound in mind and body. 


FRANK FLICK 
President 
Flick-Reedy Corporation 


Miller Fluid Power and 
Tru-Seal Divisions 


Most sports tend to separate the employee from his 
family. An indoor swimming pool brings the whole family 
together in this healthy sport—and then we hope the good 
fellowship grows into other activities and closer family ties, 


We have a swimming pool, but we also have classes in 
basic economics too. We have golf, but we have a driver 
improvement course, and safety courses. We have bowling. 
but we have family courses in political action. Some have 
been taught to the night shift at 2 a.m. 


We have three lagoons for fishing but these also give w 
water and flood control. We have archery. but we havea ff 
Flick-Reedy Public Affairs Program for the employees, 


their families and the community. 

We have indoor sports, but we have classes in speech. 

We have aqua-lunging, but we have classes in letter writ: 
ing. 

And so it goes—the whole man being developed in a 
healthy body. 


The whole man and his whole family. The greatest satis 
faction in my life is to see the increased use of our facilities 
by the whole family, playing and, yes, praying together. 
There is more satisfaction in this than even the monthly 
profit sharing—as great and as helpful as this is to keep 
the basic unit of society together. 


We invite you to come visit us. 
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‘rom. his These seven high-average 


= | shooters of the Beechcraft 

le family Gun Club were chosen to 

the good represent their company at 

nily ties, the Pan American Interna- 

‘ i tional Skeet Shoot at Dallas, 

‘lasses in Texas. 

a driver They are (L to R) Kneeling: 

bowling. C. N. Titsworth, Mike Pres- 
ton, A. C. White, Ross Hatch, 

me have Byron Brainerd, Standing: Ed 
Blazier, Ed Preston. 

D give ws 

e havea 

nployees, 

Beechcraft builds t hooti rogram 
Beechcraft builds top shooting prog 


aa} around new Remington Autoloading Trap 


facilities} The 175 members of the Beechcraft Gun Club If your company doesn’t yet have a shooting 

together. found the perfect trap when they started using program, remember that there are over 20,000,- 
_ monthly the new Remington 100T autoloader. They’ve 000 shooting enthusiasts spread over this coun- 
s to keep — already made plans to add still another 100T _ try where shooting is a tradition. Surveys show 


for trap shooting. that shooting ranks high as part of the sports 
These remarkable electric autoloading program your employees want. 
traps are easy-to-install . . . have features that At modest cost you can begin a sure-fire 


make one-man operation possible. Each hasa _ program embracing pistol shooting, rifle shoot- 
big 203-target magazine capacity and operates _ ing, trap and skeet. Fill out the coupon below 
ona regular 110-volt system. and let Remington help you to a flying start! 


AUTOMATIC “WALK AROUND” RELEASES 

e SIMPLE “FLIGHT CONTROL” ADJUSTMENTS 
@¢ MAGAZINES HOLD 203 TARGETS 

e OPERATE ON REGULAR 110-VOLT SYSTEM 


Shooters boost scores with great 
new Remington Target Loads 


Look at all the reasons why your em- 
ployees prefer the new Remington Target 
Loads: New target load crimp provides 
perfect patterns. New lighter wad column 
cuts recoil, gives full target velocity. New 
high-wall base wad is molded in shell for 
tightest seal. New target load primer 
means split-second ignition in every gun. 


4 Remington Arms Company, Inc., Bridgeport 2, Conn. in Canada: 
niles i Remington Arms of Canada, Limited, 36 Queen Elizabeth Bivd., Toronto, Ont. 
= 


OFF 


Remingtor. Model 
100-T .. . for Trap 


Remington Model 
200-S .. . for Skeet 


Shooting Promotion Section, Dept. 1, 
Remington Arms Company, Inc., Bridgeport 2, Conn. 

Send me, without obligation, information on the subjects checked below. 


| 
CLIP AND MAIL COUPON NOW , | 


: f Oo A SHOTGUN PROGRAM OD A RIFLE PROGRAM 
Ei | A PISTOL PROGRAM [| FIREARMS AND AMMUNITION 
By Name Title 
the information Company 


Address City State 


C) Please send me special information on Remington Autoloading Traps. 
C1) Please have a Remington Autoioading Trap representative contact me for 
an appointment. 


you need to start a 
successful shooting 
program 
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The industrial giant no longer has the 
advantage in providing employee 


services and facilities 


Small company breakthrough 


Creative management policy, ingenious planning have made 


Flick-Reedy’s employee “luxuries” economical and practical 


ow can smaller companies compete with giant corpora- 
tions in providing meaningful benefits and services 
that attract, keep and stimulate productive employees? 

Most small firms viewed their disadvantage with frustra- 
tion, convinced that such programs were simply beyond 
their means. This attitude is no longer acceptable. The 
problem has been solved by Flick-Reedy Corporation, the 
nation’s leading air and hydraulic cylinder manufacturer, 
with a total employment of 325. 

Physical evidence of Flick-Reedy’s imaginative, resource- 
ful solution abounds in the company’s award-winning new 
plant outside Bensenville, Ill., in suburban Chicago: 
© a magnificent ‘40x60’ swimming pool for the employees. 

their families and the community; 

© a spacious employees’ gymnasium that doubles as an 
auditorium, banquet hall or meeting room; 

@ three lagoons stocked with bass, where employee anglers 
and their families can while away leisure hours without 
bucking the weekend rush to more distant resorts; 

® outdoor recreation facilities for basketball, baseball, 
tennis, picnics, archery and many others. 

More impressive, however, is that each of these and the 
many other unique features of the plant make sound busi- 
ness sense. They have actually cut the costs of initial con- 
struction, insurance and maintenance: 
¢ The swimming pool, built for $90,000, replaces a water 

tower that would have cost $160,000. 

¢ The lagoons, which cost only $12,000, eliminated the 
need to run a water line from Bensenville that would 
have cost $120,000. Even with an additional $30,000 
for a pressure tank and piping, Flick-Reedy’s water 
supply system saved $148,000 in initial construction, will 
save almost $10,000 a year over Bensenville water rates 
and qualifies for lowest industrial fire insurance rates. 

In addition to its multiple recreational uses, the gym- 

nasium serves many company functions such as staff 

meetings, conferences, education and training. Its use- 
fulness is not exaggerated in view of President Frank 

Flick’s strong belief and practice in face-to-face com- 

munication as opposed to written announcements. 

The over-sized, five-acre parking lot provides a suitable 

surface for basketball and tennis courts, but also collects 
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rain water which is drained into the lagoons for storage 

and flood control. 
© The 220,000 sq. ft., $2.5 million building was completed 

for $10 per sq. ft-—normal minimum is $12.50. 

Of course, not all companies are considering new plant 
construction, but this does not minimize the significance of 
Flick-Reedy’s remarkable program. Physical facilities, after 
all, are only the tools which help carry out an effective 
policy. Flick-Reedy had an outstanding employee services 
program before it opened its new plant in 1959. 


COMPLETE INTEGRATION OF SERVICES 

The entire concept of a company’s relationship with its 
employees, their families and the local community is viewed 
as a whole by Flick-Reedy management (see “Top Man- 
agement Speaks.” page 6). Frank Flick is equally con- 
vinced that while full employee services are essential. no 
single program, such as profit-sharing or ideal working con- 
ditions, can in itself produce results that will be reflected in 
a company’s profit statement. 

Consequently, all efforts from wage administration to 
recreation to community service are closely integrated to 
achieve one goal: the best way to run a business. 

Does it work? Allowing for improved production, sales 


Junior Achievement, one of the firm’s many youth activities 


Fli 
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and other techniques, Frank Flick is sure it does and can 
| with its J point to an enviable record. 

s viewed Flick-Reedy’s production rating is high above the na- 
op Man- F tional average. Total sales in generally sluggish 1960 
ally con- | topped the old yearly record by more than 10%. Five 
ntial, no | months after moving into the new plant, absenteeism hit 
cing con’ Fan all-time low. In early 1960, production output resulted 


lected in J in a sweeping 10% price-cut on stock cylinders and a 


lowered price structure on other products. 


ration to As in the ingenious development of its physical facilities, 

rated to fF the same characteristics of imagination, economy and re- 
sourcefulness are unmistakably stamped on Flick-Reedy’s 

on, sales J other employee-community relations efforts. 

ctivities 


“ 
Aqua Capades”’ employee water show, a smash success 


Under the general supervision of Art Conrad, public re- 
lations manager, and Bill O’May, personnel manager, the 
company’s recreation program is administered through the 
Flick-Reedy Employees’ Benefit Association. 

Primary responsibility of the association’s elected of- 
ficers involves the disbursement of employee funds not only 
to finance recreation activities but to support certain wel- 
fare projects, purchase the boss’s Christmas present and a 
number of other miscellaneous items. 

The association derives its income from vending pro- 
ceeds, activity fees and certain fund-raising events. Hence, 
with the exception of special plant-wide events, the recrea- 
tion program is self-sustaining. 

Numerous, for a company of its size, and well-supported, 
athletic activities center upon archery, bowling (12 mixed 
teams), golf and, of course, swimming. 

The cost saving made possible by its double function 
actually was not a factor in the decision to build the swim- 
ming pool—it was included in the building plans from the 
beginning. Swimming, insists Frank Flick after studying 
other sports, more than any other activity brings the whole 
family together in healthful enjoyment. 

The pool is open daily from 4 p.m. (for a “before work 
dip” for the second shift) until 9:30 p.m. and on Saturday 
morning. Yet, the 31-hour weekly schedule is crowded with 
special activities in addition to informal family swimming. 


EVERYBODY SWIMS 

The Flick-Reedy swim team works-out twice weekly, and 
the Aqua Lung Club holds regular two-hour meetings one 
night each week. Both are open to all employees and their 
immediate family members. Then there are weekly lessons 
for beginning, intermediate and advanced swimming plus 
other sessions on lifesaving, diving and ballet. 

This is only the beginning. Almost daily, the pool is 
booked by an outside organization such as a local boy 
scout troop, the Bensenville school for retarded children, 
churches, other companies, the Cerebral Palsy Foundation 
and countless others. No fees are charged for the pool. 

Similarly, the company’s other facilities are made avail- 
able to the public on a no-charge basis except when exten- 
sive clean-up is necessary. The tastefully decorated Flick- 
Reedy cafeteria is ideal for meetings and small parties. The 
auditorium-gymnasium has innumerable uses. Slide back 
the partition that divides the two rooms, and Flick-Reedy 
can seat 1,200 people in the largest banquet hall in the 
Chicago area outside the Hilton ballroom. (continued ) 


From plant equipment, “trains,” other company picnic rides 


Flick-Reedy’s auditorium-gymnasium and swimming pool 
f 
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SHUFFLE! 


BOARDS 


FLICK-REEDY CORPORATION 


BASEBALL 


PARKING: LOT 


SITE PLAN 


SCALE 
0 50 100 150 200 250 


Outdoor recreation facilities {rom baseball field to play- 
ground equipment will be completed this summer adjacent to 
the plant on the company’s 96-acre site. 


Thus, another dimension is added to the value of Flick- 
Reedy’s multiple-use facilities. At little or no cost, the com- 
pany is able to conduct a continuous community relations 
program that has already created boundless goodwill and 
enabled the company to become completely integrated into 
its new surroundings. 

An established policy governing the use of the facilities 
has prevented scheduling problems from arising with out- 
side groups. Priority is given to organizations in which 
Flick-Reedy employees or their children are members and 


Pool is booked solid by community and employee groups 


to those organizations within the plant’s immediate area, 
Use is distributed as widely as possible among the groups. 

First call on the facilities, of course, is given to Flick. 
Reedy functions, and the employees have responded witha 
full social calendar of their own. Highlights of the season 
are a series of dinner-dances in the cafeteria and audi- 
torium (attendance has topped 100 couples), the family 
Christmas party and the annual employees’ picnic. 

Held on plant grounds, the picnic is another example 
of imaginative economy. The plant sweeper provided the 
power for a highly successful children’s train ride (see 
photo), and a fork-lift truck equipped with a safety seat 
gave the youngsters a “trip -to-the-moon.” 


FROM PICNICS TO ECONOMICS 

The purpose of the program is not to placate the em- 
ployees, but to give them the opportunity to enlarge their 
human capacities, experiences and, therefore, their inde. 
pendence. It is not surprising then, that Flick-Reedy sub- { 
scribes to U. S. News & World Report for every employee, 
and that the company has arranged many classes in politics, 
public affairs and economics in which the employees have 
almost unanimously displayed an interest. 

Last spring, a course in “Practical Politics” proved s 
popular that Conrad and O’May found themselves teaching 
a 2 a.m. class for the night shift. 

For the last five years, the company has offered two 
classes a year in economics through the Henry George 
School of Social Science. Even with only 300 families to 
draw upon, the saturation point is apparently nowhere in 
sight. More than 40 persons enrolled in the current class. 


PUBLIC AFFAIRS AND LITTLE LEAGUE 

The “Public Affairs Program” which began last Septem- 
ber also drew an enthusiastic response, and a similar course 
was opened in February. 

The company and its employees can also point to out- 
standing accomplishments in safe driving programs, Junior 
Achievement. Little League and other community affairs. 

On top of this, Flick-Reedy also has a combination 
monthly cash payment and yearly deferred trust profi 
sharing plan for all employees. 

Despite its many benefits, the wage scale at this non- 
union plant compares favorably with the area. is slightly 
above the average in the metal trades industry—and, the 
company itself shows a handsome profit. 


From gymnasium to banquet hall to conference room 
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Official 
Top-Flite 


Softball 


The softball that never cries uncle! 


Pitchers, batters, managers all agree—Spalding’s 
Official Top-Flite Softball fulfills every promise. 

Pitchers want the “feel” of the Top-Flite; it gives 
them better control, greater confidence. Its lively 
center makes it an instant hit with batters; makes 
it easier to give it a ride. 

Long life? Managers know that the tough cover 
and all around durability stand up game after game. 

Here’s why: Spalding takes the finest Java Kapok 
and molds it into a perfectly rounded ‘‘vitalized 
center.” Then two layers of Dura Cord are wound 


over it, insuring firm and constant uniformity of 
shape; and finally, the handsewn top-quality white 
leather cover is latex bonded to the winding to give 
that extra firmness and durability. 

The finest materials and expert craftsmanship all 
add up to Spalding’s secret of success. The amazing 
Top-Flite Softball has the best combination yet . . . 
making it the finest available anywhere! 


ALDING 


sets the pace in sports 
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Third in a series 


Does Industrial Recreation Pay? 


What do employees think of industrial recreation and its 


alleged values? NIRA pilot study shows wide variations 


R/M’s review of the NIRA pilot study “Does Industrial Recreation 
Pay?” is continued in this the third of five articles. 

The first articles summarized factors that affect participation and 
the relationship between participation and certain favorable employ- 
ment characteristics. Subsequent articles will summarize employee 
attitudes toward certain aspects of industrial recreation programs and 
the reasons for non-participation. 

The study was undertaken by Rajendranath Chowdhary as the 
thesis for his M.A. degree at the U. of Minnesota. He was advised 
by Dr. H. G. Heneman, Jr.. professor of economics and industrial 
relations and director. Industrial Relations Center, U. of Minnesota. 


Waar the employees think of their company’s recreation 
program may well be the true measure of its effectiveness. 
Certainly. any program held in low esteem by its intended 
beneficiaries can hardly be expected to improve morale, co- 
operation. production or any other condition. 

To conduct preliminary research in this unexplored area, 
the NIRA pilot study, “Does Industrial Recreation Pay?” 
solicited employee opinion regarding certain alleged values 
of industrial recreation. The results, summarized below, 
were obtained from a sampling of 10% of the employees in 
four companies in the Minneapolis-St. Paul area. 

In analyzing employee response to the nine selected state- 
ments, the following factors must be considered: 
® Quality of the recreation programs offered by the four 

companies included in the report varies considerably 
(see program summaries below) and obviously had a 
strong effect on employee reaction. 
¢ While only total employee response is listed in these 
tables, a breakdown included in the report shows that the 
great majority of “undecided” replies came from non- 
participants. Generally, most of the favorable replies 
came from recreation program participants. 

© Some of the statements pertain more directly to manage- 
ment benefits, hence the employee may have had little 
information upon which to base his response. 


Employee Understanding. The recreation program pro. 
vided by my company encourages new friendships and 
better understanding among the participants. Results leave 
little doubt that employees recognize this to be a bona fide 
industrial recreation benefit. Note how closely percentage of 
“undecideds” corresponds inversely with percentage of par 
ticipation. 


Company A Company B Company C Company D 
Agree 83% 55% 38% 70% 
Disagree 2 4 12 6 
Undecided 15 41 50 24 


Supervisor Relations. The recreation program in my 
company makes for poorer relationships between the em 
ployees and their supervisors. While these results do not 
show that participation improves employee-supervisor rela- 
tions, they do suggest there is little or no interference by 
recreation participation in the work schedules of these 
firms. 


Company A Company B Company C Company D 
Agree 2% 1% 2% 3% 
Disagree 86 63 51 79 
Undecided 12 36 47 18 


Health. The recreation program of my company has im 
proved my health. Whether in fact it actually does or does 
not, very few employees recognize a health benefit accruing 
from industrial recreation participation. 


Company A Company B Company C Company D 
Agree 11% 10% 6% 6% 
Disagree 35 29 35 44 
Undecided 54 61 59 50 


Company Understanding. Participation in my com: 
pany’s recreation program has given me a better under. 
standing of company policies, actions, rules and regulations. 
These results may be a grave disappointment to many it 
dustrial recreation advocates. However, there appears to be 
at least a partial contradiction between these replies and 
those to the statement below on cooperation. Is it the fune- 


see RESEARCH REPORT, page 33 


Summary of the Company Programs Studied in the Report 


Company A: Program administered by Em- 
ployee Recreation Assn. with elected board of 
directors representing all departments of com- 
pany. Supervised by highly qualified, full-time 
recreation director. Individual activity groups 
also elect own officers. Income: $1 ERA dues, 
individual activity fees, vending profits, 
salvage sales and company contributions for 
special events. 62% of the employees ac- 
tively participate in the recreation program, 
which covers a broad range of activities, most 
of which are open to family members. 


12 


Company B: No centrally organized ERA. 
Program, open to all employees, is supervised 
by service club of male employees who have 
been with the company 10 or more years. In- 
dividual activities elect own officers. Part- 
time, voluntary recreation director. Income: 
individual activity fees, vending profits, serv- 
ice club contributions. 30% participate. 


Company C: No organized ERA. Employees 
organize individual activities, elect officers 
and assess dues. No full or part-time recrea- 
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tion director. No family participation. Grants 
for new activities cleared through personnel 
dept. Income: activity fees; for new activities 
and special events—90% vending profits 
10% company contributions, 27% participate. 


Company D: Well organized ERA with 
elected officers, full-time recreation director. 
Individual activities elect officers and charge 
fees. Income: $3 ERA dues, activity fees, pr 
ceeds from special events. Company contr! 
butions match ERA dues. 52% participate. 
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Bowling’s a great way to meet new people...make new friends! 


Men or women...all of your employees go for bowling 
ina great big way. Reason: There’s nothing like bowling 
to help people get acquainted and have fun together. 
And, bowling lifts morale, keeps workers fit, builds a 
teal team spirit. No wonder more and more companies 
are starting bowling programs! 


To get your own bowling program under way, call on 
your local “Magic Triangle” bowling proprietor. He’ll 


AMF PINSPOTTERS INC. 


SUBSIDIARY OF AMERICAN MACHINE & FOUNDRY COMPANY 
AMF BUILDING + 261 MADISON AVENUE, NEW YORK 16, N. Y. 


help you organize teams, set up schedules, even instruct 
begizners. What’s more, he offers you the best in bowl- 
ing. Good service, pleasant surroundings, and bowling 
equipment by AMF —featuring AMF Automatic Pin- 
spotters with the exclusive “Magic Triangle” Signaling 
Unit. Contact your “Magic Triangle” bowling center 
now, and let your employees in on the fun of bowling. 


It’s America’s Number One Sport! 


BOWL WHERE YOU SEE THE 


“MAGIC TRIANGLE” 
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ROBERT P. TIERNAN, Henry J. Kaiser Co., Oakland, Calif., “Featherbedding” 


Open division photo winners 


Bob Tiernan of Henry J. Kaiser Co. wins one week Mexico vacation 


as top prize in NIRA’s first employee photo contest 


“Featherbedding,” an impulse photo of his four sons earn- 
ing their allowance, has turned into a ticket for a week's 
paid vacation in Mexico for Bob Tiernan, counsel for 
Henry J. Kaiser Co., Oakland, Calif. 

As Open Division winner in NIRA’s first Employee 
Photo Contest, Tiernan, with his wife Marilyn wasted no 
time in collecting their prize. The family arrived in 
Mexico City, March 11, as guests of Happiness 
Travel Service, donors of the award. 


CORNELIUS E. WESTVEER 
Detroit Edison Co. 
Detroit, Mich., ‘‘Sea Gull’ 
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The Mexico trip took the Tier- 
nan’s on an all-inclusive sightsee- 
ing tour of Mexico City, to the 


thy 
we 
ho oe 


Other prizewinners in the Open Division have their 
choice of camera equipment, film or accessories valued 
as follows: 2nd place, $25, Cornelius E. Westveer, De- 
troit Edison Co.; 3rd place, $20. Mrs. Gwen Walker. 
Ith place. $15. David Wu. Aero- 
and 5th place, $10. J. P. Vast 
Binder, Ford Motor Co. As a special award, camera 
fans at Henry J. Kaiser Co. have the opportunity to 
duplicate Tiernan’s Mexico holiday at special rates. 


floating gardens of Xoc himilceo and 
the bull ‘fee. through the Sierra 
Madre to charming Taxco and on 
to the shrine of Guadalupe and the 
Aztec Pyramids. All expenses; air 
transportation, meals. lodging and 
sightseeing; were covered. 


Total number of entries sub- 
mitted in the Open Division 
reached nearly 300 photos from al- 
most 80 companies in the U. S. 
and Canada—an outstanding first 
However, in many 
cases, NIRA contest entries were 
the winners of their respective 
company contests. As such, they 
represented a far greater number 
of photographs. Ford Motor Co.. 
for example, submitted the 15 best 
photos of the 450 which were en- 
tered in its own employees’ contest. 


vear record, 


Originality, warmth and _ story 
telling values were rated more im- 
portant than the technical excel- 
lence of the photograph. All entries 
in both the Open and Recreation 
(see next page) Divisions were 
judged by Ray Prucha. Ansco Di- 
vision General Aniline Film Corp.; 
Clarence Drake, Eastman Kodak 
Co.; and Hoyt Mathews, editor of 
RECREATION) MANAGEMENT 


Rules and prizes for the 2nd an- 
nual NIRA Employee Photo Con- 
test will be announced shortly and 
will be essentially the same as the 
first contest: any amateur photog- 
rapher and his immediate family 
employed by a NIRA member 
company is eligible; entries will 


close Dec. 31, 1961. 


\ 


MRS. GWEN WALKER, Polymer Corp. Ltd. 
Sania, Ontario, Canada, “Dees He?” 


DAVID WU 

Aerojet 
{ eneral Corp. 
Sacremento, 
 Calif., "Tue 
Happiness” 


VAST BINDER 
‘ord Motor Coe. 
earborn, Mich, 
“Bewitched, 
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NORMAN ZADOORIAN 
Detroit Edison Co., Detroit, Mich. 


From the old standbys to junior boxing. youth fish- 
ing and penny scrambles. the Recreation Division 
winners. coincidentally, do a remarkable job in 
portraying the broad scope of activities offered 
today by industrial recreation. 


| GORDON K. YETMAN 
Continental Can Co. 
of Canada, Toronto, 
Ontario, Canada 


EUGENE SPARROW 
Detroit Edison Co., Detroit, Mich. 


ED SMITH 


Edison Co. 
Detroi 


Recreation division 


To help recreation directors call attention 
to their company programs, a special divi- 
sion was included in the NIRA Employee 
Photo Contest for shots taken of any phase 
of the recreation program sponsored by the 
contestants company. Judging from the re- 
sults, this was not a new idea to Detroit 
Edison Co. From prize-winning Norman 
Zadoorian to runner-up Ed Smith and Ith 
place Eugene Sparrow, the Michigan firm 
took a lion’s share of the honors from a 
field of 52 photos submitted by 19 U. S. 
and Canadian companies. The idea will he 
adopted hy other recreation directors and 
“Recreation” photos in next year’s contest 
should triple in number. 


Detroit 


it, Mich. 


Winner Zadoorian receives $25 value in his 
choice of photo equipment or film in addi- 
tion to having his winning photo appear on 
R/M’s cover. Other winners also receive 
their choice of film or supplies. As an extra. 
the Detroit Edison camera club wins $20 
worth of darkroom merchandise. 


D. J. WHITNEY, The Dow Chemical Co., 
Western Division, Pittsburgh, Calif. 
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$20 


BASEBALL 


WE MAKE THEM RIGHT * PERFORMANCE MAKES THEM FAMOUS 


Sue 125 GENUINE 
HWLERICH & BRADSBY C2) 


125 GENUINE AUTOGRAPHED LOUISVILLE SLUGGER—POWERIZED. Turned from choice, open-air-seasoned white ash with natural finish. 
Authentic autographed models of the twenty sluggers listed below comprise the No. 125 line. An assortment of not fewer than six models is 


guaranteed to each carton of one dozen. Packed 4/33'', 5/34'', and 3/35'' bats in each carton. Shipping weight, 26 pounds Each $4.60 
MODELS: 

Henry Aaron Ken Boyer Al Kaline Mickey Mantle Bill Skowron 

Richie Ashburn .« Orlando Cepeda Harmon Killebrew Roger Maris Duke Snider 

Ernie Banks Rocky Colavito Ted Kluszewski Ed Mathews Gus Triandos 

Yogi Berra Nelson Fox Harvey Kuenn Jackie Robinson Ted Williams 


1258 SPECIAL AUTOGRAPHED LOUISVILLE SLUGGER—POWERIZED. (Not illustrated). Quality and finish identical to No. 125 above, 
but turned to slightly smaller dimensions for the particular requirements of High School, Prep School, Babe Ruth League, P-O-N-Y Baseball, 
and other teen-age players. Listed below are the autographed models in the 125S group. An assortment of not fewer than six models is guar- 


anteed to each carton of one dozen. Packed 4/32'', 5/33'', and 3/34" bats in each carton. Shipping weight, 24 pounds Each $4.60 
MODELS: 

Henry Aaron Nelson Fox Mickey Mantle Jackie Robinson 

Yogi Berra Al Kaline Roger Maris Duke Snider 

Rocky Colavito Harmon Killebrew Ed Mathews Ted Williams 


43 ASH FUNGO—GENUINE LOUISVILLE SLUGGER—POWERIZED. (Not illustrated). Quality and finish identical to No. 125 above. Each 
carton of one dozen contains three (34'') infield and nine (37'' and 38'') outfield fungoes. Shipping weight, 20 pounds Each $4.60 


125 FLAME TEMPERED—GENUINE AUTOGRAPHEG LOUISVILLE SLUGGER. Turned from choice, open-air-seasoned white ash timber. Flame 
Tempered finish, and burn branded, the same as the bats used by many prominent major league hitters. Packed six authentic autographed 
models to each carton of one dozen, 4/33", 5/34", and 3/35" lengths. Shipping weight, 26 pounds Each $4.60 


1258 FLAME TEMPERED—SPECIAL AUTOGRAPHED LOUISVILLE SLUGGER. (Not illustrated). Quality and finish identical to 125 Flame 
Tempered above, but turned to slightly smaller specifications for the particular requirements of High School, Prep School, Babe Ruth League, 
P-O-N-Y Baseball, and other teen-age players. An assortment of not fewer than six models is guaranteed to each carton of one dozen. Packed 
4/32"", 5/33'', and 3/34'' bats in each carton. Shipping weight, 24 pounds Each $4.60 


> ERNIE BANKS MODEL 


150 GRAND SLAM—Turned from select northern white ash timber, natural white finish. Patterned after the original models of the famous 
sluggers whose names they bear. Six authentic models guaranteed to each carton of one dozen. Lengths 4/33"', 5 34", and 3 35'' bats in each 
carton. Shipping weight, 26 pounds ‘ Each $3.60 


1508 SPECIAL GRAND SLAM—(Not illustrated). Quality and finish identical to No. 150 above, but turned to slightly smaller dimensions 
for the. particular requirements of High School, Prep School, Babe Ruth League, P-O-N-Y Baseball, and other teen-age players. Six models 


Quaranteed to each carton of one dozen. Lengths 4/32", 5/33'', and 3/34" bats in carton. Shipping weight, 24 pounds Each $3.60 
140s SPECIAL 
Powe, 
> ED MATHEWS 


10S SPECIAL POWER DRIVE. Turned from fine white ash, natural white finish. Patterned after the original models of the famous 
sluggers whose names they bear, but turned to slightly smaller specifications for the particular requirements of High School, Prep School, 
Babe Ruth League, P-O-N-Y Baseball, and other teen-age players. Six models guaranteed to each carton of one dozen. Assorted lengths 32'' 


to 34": shipping weight, 24 pounds Each $3.10 
Bats for PONY BASEBALL Bats for BABE RUTH LEAGUE 
Numbers 125S, 150S, 140S, and 130S (also the Junior and Any baseball bat in the Louisville Slugger line not longer than 
Little League numbers) are approved for PONY BASEBALL 34” may be used in BABE RUTH LEAGUE play. However, the 
Play. These numbers are particularly suitable for players of “specials” (125S, 150S, 140S, and 130S) are particularly suit- 
this age group. able for players of this age group. 


HILLERICH & BRADSBY COMPANY, INC., LOUISVILLE, KENTUCKY 
Also Makers of Grand Slam Golf Clubs 
Printed in U.S.A. Copyright 1961 
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Safe Ht 


DUKE SNIDER MODEL 


14W SAFE HIT. Finished in natural ash white and supplied in an assortment of famous mantel models in each carton of one dozen. As- 
sorted lengths from 32" to 35''; shipping weight, 26 pounds... .. Each $2.70 


\ 


11B BIG LEAGUER. Black finish with white tape grip. An assortment of famous aes models in each carton of one dozen. a. 
range from 32"' to 35"; shipping weight, 26 pounds Each $2.30 


SPECIAL 


1830S SPECIAL SAFE HIT. Turned from ash, with rich dark maroon finish and natural white handle. Patterned after original -models of the 
famous sluggers whose names they bear, but turned to slightly smaller specifications for the particular requirements of High School, Prep 
School, Babe Ruth League, P-O-N-Y Baseball, and other danas players. Six models hndneinen to the carton of one dozen, assorted lengths 
32'' to 34'': shipping weight, 24 pounds 5 Each $2.30 


9 LEADER. Light brown finish. Assorted famous sluggers’ models. Assorted lengths, from 32'' to 35''; shipping weight 26 pounds Each $1.80 


THE Now 


LOUISVILLE NO. 500 BAT ASSORTMENT 


with 18 Bats 
is shipped in a hard hitting 
FLOOR DISPLAY CARTON 


Contains: 
6 BASEBALL BATS—One each of models 


125 Antique, 125S Antique, 
150S, 1408, 1308 and 9. 


4 SOFTBALL BATS—One each of 
models 100W, 54, 52H and 50. 


8 LITTLE LEAGUE BATS—Two each of models 125LL, 
125J and J2. One each of models 125BB and JL. 


All these bats are illustrated under their proper ‘numbers elsewhere 
shipping weight, 35 pounds per unit.............. $49.60 
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$2.70 


$2.30 


$2.30 


» $1.80 


125Y LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT. For the consistent hitter, a small-barreled bat with gradual taper to small grip. 
— selection of second-growth ash and/or hickory; — finish, One dozen to carton, 6/33'' and 6/34''; shipping weight, 2. b $3.60 


125SP LOUISVILLE SLUGGER ‘'SLOW-PITCH'' SOFTBALL BAT—ASSORTED OFFICIAL MODELS. Designed for the rapidly expanding 
game of slow-pitch softball and the more experienced player satan a bat with more heft. a finish ash awe en One ‘ 
dozen in carton, 6/33'' and 6/34''; shipping weight, 26 pounds... Each $3.25 


125W LOUISVILLE SLUGGER "SPEED SWING" OFFICIAL SOFTBALL BAT—POWERIZED. Assortment of popular models packed in 
— of one dozen. Turned from select ash and/or hickory. Finished in natural ash-white. Lengths, 6/33'' and 6/34''; shipping weight, ~—— $3.25 


125B LOUISVILLE SLUGGER ''METEOR'' OFFICIAL SOFTBALL BAT—POWERIZED. A splendid assortment of models that will meet re- 
quirements of the various types of hitters. Turned from select ash and/or dbisnennien maroon finish. One dozen in carton, beet and 


125€ LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT—POWERIZED. ''Fast-Swing'’ model for hitting fast pitching. Bottle-shaped large 
barrel that tapers quickly to small grip. Turned from select ash and/or oemnaicle natural white finish. One dozen to carton, —— and 


THREE NEW NUMBERS FOR FAST-PITCH SOFTBALL 


The bats listed and described below are being introduced into the Louisville Slugger line for 1961. These new numbers, of authorized 
maximum size, are for those players who wish to use the new size fast-pitch softball bat measuring 2%,” in diameter. A rules change 
makes the larger bat official for fast-pitch only beginning in the 1961 season. 


f Barras 
$00A LOUISVILLE SLUGGER "ATLAS" OFFICIAL FAST-PITCH SOFTBALL BAT. Ash and/or hickory timber finished in natural white. 
White tape grip. One dozen in carton, 6/32" and 6/33" lengths; shipping athe} 22 p Each $3.40 
9008 LOUISVILLE SLUGGER "THOR" OFFICIAL FAST-PITCH SOFTBALL BAT. Turned from quality ash and/or hickory, gray antique 


finish. wine tape grip. One dozen in carton, 6/32" and 6/33" lengths; shipping weight, 22 p Each $3.25 


3006 LOUISVILLE SLUGGER "MARS" OFFIC’ hic’ finished in ebony, White 
One dozen in carton, 6/32" and 6/33" Rt ye weight, 22 er 0. oe Bach $2.90 


INCLUDING BATS FOR PLAYGROUND AND INDOOR USE 
RICH & BRADSBY CY). 
| 
; 
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250B LOUISVILLE SLUGGER ‘'ROCKET'' SOFTBALL BAT—ASSORTED OFFICIAL MODELS. A splendid variety of models—answers full 
Turned from select ash aver finish. One dozen in carton, 6/33'' and 


Oorricr 
*TBALL 


125T LOUISVILLE SLUGGER ‘ORBIT’ OFFICIAL SOFTBALL BAT—POWERIZED. For heavy hitters—a bottle-shaped model with large 
barrel, tapering quickly to a medium grip. Turned from select ash; natural white finish. One dozen to carton, 3 and icsinll 


.. Each $3.25 


MADE INUSA 


SOFT RAIL MODEL 


250C LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT—POWERIZED. ''Fast-Swing'’ model for hitting fast pitching. Bottle-shaped— 
large barrel that quickly tapers to small handle. Turned from select ash and/or hickory; ened finish. ne dozen in carton, 6/3I'' and 


& SRADSBY nit 


125L LouisviLLe SLUGGER "'VENUS'' OFFICIAL SOFTBALL BAT—POWERIZED. For girl hitters. A small-barreled bat with 
taper to a small grip. Natural white finish northern white ash. One dozen in carton, 33" length; shipping weight, 20 pounds... _ Each $3.25 


200A LouisviLLe SLUGGER OFFICIAL SOFTBALL BAT—POWERIZED. Supplied in assorted softball models. Finished in brown antique. 
Turned from high-quality ash and/or hickory. One dozen to carton, 31"' and 32" lengths; shipping weight, 21 Pounds... Each $2.90 


tq | ERICH & C2) 
102 LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT. Assorted popular softball models of first quality ash and hickory. Oil Tempered 
6 and finished in saddle brown. Packed one dozen to carton, 6/33'' and 6/34''; shipping weight, 23 Pounds... -.eccccsssessssssneesessneeressumesesseneesceens Each $2.90 


100SP LOUISVILLE SLUGGER OFFICIAL SLOW-PITCH SOFTBALL BAT. Turned from high quality ash and/or hickory and finished in 
medium brown. One dozen in carton, 6/3|"' and 6/32"; shipping weight, 24 pounds Each $2.90 
OFFICIAL 


7 | 


100W LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT. Assorted popular softball models. Turned from high quality ash and/or anal 
Natural white finish and Oil Tempered. One dozen in carton, 6/33'' and 6/34''; shipping weight, 22 pounds 


it's a Louisville’’ OFFICIAL SOFTBALL BAT. Natural finish. Ash and/or hickory. Green zapon grip. One dozen assorted models 
in carton, 33'' and 34" lengths; shipping weight, 22 pound Each $2.20 


ach $2.90 


OFFICIAL 


Softball 


54 ""I#'s @ Loulsville'’ OFFICIAL SOFTBALL BAT. Assorted models turned from ash and hickory. Brown finish and black zapon grip. 
One dozen in carton, 6/33"' and 6/34"; shipping weight, 23 pounds 


VILLE 
$3.25 
HIUERICH & BRADSBY C2 
| 
ENUS 
ERED 
| 
DEINUSA. 
Each $2.20 


54C "It's @ Loulsville’’ OFFICIAL SOFTBALL BAT—Bottle-shaped ‘Fast Swing'' model. Made of ash and hickory, with ebony brown 
finish. One dozen in carton, 6/31" and 6/32"; shipping weight, 24 pounds... 


S4L it's Louisvilie'’ OFFICIAL GIRLS' MODEL. Natural white finish ash with blue zapon eit One dozen in carton, 33" ——— 
shipping weight, 21 pounds ach $2.20 


75 RB RAINBOW ASSORTMENT 


ASSORTMENT OF “'RED FLASH,"" “GREEN FLASH" AND ‘'BLUE 
FLASH" sOrTBALt BATS. An assortment of softball models finished in bright red, green and blue 
with gold branding. Solid white tape he Four bats of each finish to each carton of one dozen, 
6/33" and 6/34" lengths; shipping weight, 23 pounds... Each $2.50 


BRAGS 


vcr 
75R8 


PG-1 Louisville’ BAT. finish. Ash and/or White grip. One dozen in carton, and 32" 
lengths; shipping weight, 19 pounds... Each $2.10 


52H OFFICIAL SOFTBALL BAT. Turned from ash and finished in One dozen models to carton, 33'' and 
34"' lengths; shipping weight, 23 pounds... Each $1.80 


PG-2 PLAYGROUND BAT. Black finish. Ash white One dozen in carton, 29'' and 30" 
weight, 22 $1.70 


OFFICIAL 


SIH OFFICIAL SOFTBALL BAT. Turned from ash and/or hickory; maroon finish and 
Assorted 
to carton, 33'' and 34'' lengths; shipping weight, 23 pounds... : Each $1.70 


50 OFFICIAL SOFTBALL BAT. Brown finish. One dozen assorted models to carton, 33'' and 34" lengths; shipping weight, 23 pounds. Each $1.30 


Du Softball 24 Baseball... One Trademark, Supreme 
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LITTLE LEAGUE HRRADSEYC' and Junior 


WE MAKE THEM RIGHT * PERFORMANCE MAKES THEM FAMOUS 


LITTLE LEAGUE 
LOUISVILLE SLUGGER 


125LL GENUINE AUTOGRAPHED LITTLE LEAGUE LOUISVILLE SLUGGER. Large-size junior bat. Turned from select, open-air-seasoned 
white ash and hickory. Each carton of one dozen contains approximately half with natural white finish and half with antique finish. Auto- 
graphs of Henry Aaron, Rocky Colavito, Nelson Fox, and Ted 4/30", 3/31", 
and 2/32'' bats in each carton. Shipping weight, 21 pounds... Each $3.50 


LOUISVILLE SLUGGER 


125BB GENUINE AUTOGRAPHED LITTLE LEAGUE LOUISVILLE SLUGGER—EBONY FINISH. Large-size junior bat. Turned from select 
open-air-seasoned timber. Imprinted white tape grip. Autographs of Henry Aaron, Rocky Colavito, Nelson Fox, Mickey Mantle, Roger 
Maris, and Ted Williams. Lengths, 3/29'', 4/30", 3/31", and 2/32" bats in each carton. Shipping weight, 21 pounds. Each $3.10 


AATTLE LEAGUE 


1253 GENUINE AUTOGRAPHED LITTLE LEAGUE LOUISVILLE SLUGGER. Medium-size junior bat. Turned from select open-air-seasoned 
ash. Approximately half of the 125J bats have natural finish as shown above; the other half have an ebony finish. Autographs of Henry 
Aaron, Rocky Colavito, Nelson and Ted Williams. 3/29"', 4/30", and 


— 


JL LITTLE LEAGUE “'It's @ Louisville."' Large-size junior bat with two-tone black barrel and white handle finish. Each bat contains 
the rame of one of these famous hitters: Henry Aaron, Rocky Colavito, Nelson Fox, Mickey Mantle, Roger am 4 and Ted Williams. 
One dozen in carton, 29'' to 32'' lengths. Shipping weight, 20 pounds ..... Each $2.30 


J2 LITTLE LEAGUE. Large-size junior bat. Light brown finish, Each bat branded with name of one of these famous hitters: Henry 
Aaron, Rocky Colavito, Nelson and Ted Williams. One dozen in carton, 29"' to 32" 
Shipping weight, 20 pounds AD Each $1.80 


LITTLE LEAGUE 


LOUISVILLE SLUGGER 


125K GENUINE AUTOGRAPHED LITTLE LEAGUE LOUISVILLE SLUGGER. Small-size junior bat. Natural finish. Each bat contains the 
genuine autograph of one of these famous sluggers: Henry and Ted Williams. One dozen in 
carton, 28'' length only. Shipping weight, 15 pounds... . _Each $1.70 


02 CRACKERJACK BAT. Small bat. Golden finish, burn branded. dozen in carton, 28'' weight, 45 
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A’LAS 90 
MEN’S IRONS 


he stainiess head features 


A A 


ATLAS 95 MEN’S WOODS 


The gracefully designed head is large with a deep face. 
Finished Walnut and embellished by a plastic back (except No. 
5 wood which has brass back) and fibre face insert. Has H&B's 
own ATLAS standard flex* shaft, with its uniform action and 


power behind -the-ball 
oval back design. Low in 
he heel and high at the 
we, the blade is today's 
oncept of the long-pop- 
lor Scotch type. Furnished 
ith the new ATLAS stand- 
lord flex® shaft, and Rib 
vide leather grip—spiral 
grooved and perforated. 
vailable also in left-hand, but with LEVELUME 
hrome-plated head—not stainless—with concave Arch 
flonge back. 

‘hyailable also in 39” length with stiff ATLAS shaft—and grip 
lightly larger than standard. 


set of 8 (2, 3, 4, 5, 6, 7, 8, 9) 180.00 
tof 5 (3, 5, 7, 9, Putter) 112.50 
Individual clubs including Putter, Pitching Wedge, Wedge... 22.50 


ATLAS 90C MEN’S IRONS 


dentical to ATLAS 90 except head is fine carbon 
seel—not stainless—and LEVELUME plated. 

Set of 9 (2, 3, 4, 5, 6, 7, 8, 9, Putter) 

individual clubs including Putter, Pitching Wedge, 
edge 20.00 


=< Tr O R 


THOR 85 MEN’S WOODS 


The deep - faced, powerful Persimmon head of THOR 85 is a splendid 
tuample of modern design. The shaft is the THOR pattern, noted for its 
fine quality and “‘feel". Fine leather grip with built-in Rib Guide feature 
is spiral-grooved and perforated. 


Set of 5 (Driver, Brassie, Spoon, Cleek, No. 5)............----.---.----0+----+ $112.50 


Set of 4 (Driver, Brassie, Spoon, Cleek) 90.00 
St of 3 (Driver, Brassie, Spoon) 67.50 
dividual clubs 22.50 


HOR 80 MEN’S IRONS 


Head is LEVELUME plated and has the new heavy Crescent Flange back— 
tsigned to get the ball up quickly. The THOR pattern shaft is noted for 
‘ fine quality and “feel”. Grip is spiral-grooved leather with built-in 
tb Guide feature. 


wt of 9 (2, 3, 4, 5, 6, 7, 8, 9, Putter) $139.50 
Wt of 8 (2, 3, 4, 5, 6, 7, 8, 9) 124.00 
Wtof 5 (3, 5, 7, 9, Putter) 77.50 
‘dividual clubs including Putter, Pitching Wedge, Wedge.............. 15.50 


Vv EN VU S 
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dependable performance. 
—spiral grooved and perforated. 
ATLAS 95 available also in left-hand, but without plastic 


Rib Guide grip is two-tone leather 


back. (No. 5 wood not available). 
*Available also in 431/,” length with stiff ATLAS 
shaft and with grip slightly larger than standard. 


Set of 5 (Driver, Brassie, Spoon, Cleek, No. 5) 


$150.00 
Set of 4 (Driver, Brassie, Spoon, Cleek).... 120.00 
Set of 3 (Driver, Brassie, Spoon)................ 90.00 


Individual clubs 


PERSIMMON HEADS—Known through the ages for its hardness, 
strength, and surpassing beauty, genuine Persimmon—the Ameri- 
can Ebony—is the proven wood for the finest golf club heads. 


ENDURO STAINLESS STEEL is “‘The premier metal for iron golf 
heads". Stainless is STRONG, TOUGH and RESILIENT!—lit resists 
scuffing, scratching, and denting. Stainless is EASY TO CLEAN— 
and easy to keep clean . . . can always be re-polished to new- 
like finish. 


AND VENUS 
MODELS HAVE 

SAME HEAD 
STYLING AND 
FINISH 


VENUS 65 LADIES’ WOODS 


'tsimmon head has medium deep face. The No. 5 wood has a 
Yass back. Shaft is the THOR pattern—tLadies' flex—noted for 
ts fine quality and action, Leather spiral-grooved grip has built-in 
* Guide feature. Available also in left-hand except for the No. 
wood. 


Wt of 5 (Driver, Brassie, Spoon, Cleek, No. 5 Wood)............ $112.50 


Wt of 4 (Driver, Brassie, Spoon, Cleek)..............-cc0000ecc0------ 90.00 
Set of 3 (Driver, Brassie, Spoon) 67.50 
hdividual clubs 22.50 


HILLERICH & BRADSBY CO. INC., LOUISVILLE, KY. Made by the Makers of Famous Louisville Slugger Bats 


VENUS 60 LADIES’ IRONS 


Combines all the qualities essential to a truly fine iron. The 
LEVELUME-plated head has the new, heavy Crescent Flange 
back—designed to get the ball up quickly. Shaft is the THOR 
pattern, Ladies’ flex. Fine leather grip with built-in Rib Guide 
feature. Available also in left-hand—with concave Arch Flange. 


Set of 8 (2, 3, 4, 5, 6, 7, 8, 9). 124.00 
Individual clubs including Putter, Wedge.......................... 15.50 


fa SS 
4 
| ; 
| 
BY 
| 
‘ 
| 


JUNIOR OUTFIT 


omposed of Brassie, No. 3 iron, No. 5 
ion, Putter, and bag. No other combi- 
ation of Junior items is available in this 
$44.00 


JUNIOR GRAND SLAMS 


nior Grand Slams are of excellent quality 
nd construction and are designed espe- 
ially to meet the particular requirements 
f young golfers. RIGHT HAND ONLY, 


oods have genuine Persimmon heads of 
edium size and depth. Special Junior 
haft. Attractive Mahogany metallic finish 
ith red Rib Lock grip. 

Met of 3 WOODS (Driver 39”, ‘Brassie 
m8", Spoon 38”) $39.00 
dividual clubs 13.00 
on heads are LEVELUME plated with 
yramid Flange back. Special Junior shaft 
ith Rib Lock grip. 

et of 5 IRONS (3-35”, 
-32Y,", Putter-31 1%") 
individual clubs 9.00 


5:34", 7-33", 


MARS 75 MEN’S WOODS 


Turned from genuine air-seasoned Persimmon, the large, strong 
head of MARS 75 has an attractive Mahogany metallic finish. 
Equipped with the MARS shaft, and two-tone red-and-black leather 
Rib Guide grip. Available also in left-hand. 


Set of 4 (Driver, Brassie, Spoon, Cleek) $60.00 
Set of 3 (Driver, Brassie, Spoon) 45.00 


MARS 70 @ MEN’S IRONS 


A sterling performer at a very reasonable cost. LEVELUME-plated, 
the head has the conservative center-powered Arch Flange back. 
Equipped with the MARS shaft, and leather grip. Available also 
in left-hand—with wide, straight flange back. 


Set of 9 (2, 3, 4, 5, 6, 7, 8, 9, Putter) $90.00 
Set of 8 (2, 3, 4, 5, 6, 7, 8, 9). 80.00 
Set of 5 (3, 5, 7, 9, Putter) ree 50.00 
Individual clubs including Putter, Wedge................2.....::sce00-0 10.00 


TROY 55 LADIES’ WOODS 


The large genuine Persimmon head has an attractive Mahogany 
metallic finish. Equipped with the MARS shaft—Ladies’ pattern— 
and two-tone leather Rib Guide grip. 


Set of 4 (Driver, Brassie, Spoon, Cleek).............--.2---..00----002----+ $60.00 
Set of 3 (Driver, Brassie, Spoon) 45.00 
Individual clubs 15.00 


TROY 50 hal LADIES’ IRONS 


A sterling performer, the LEVELUME plated head has the Arch 
Flange back, where the weight is center powered. Equipped with 
the MARS shaft—Ladies’ pattern—and two-tone leather grip. 


Set of 9 (2, 3, 4, 5, 6, 7, 8, 9, Putter) $90.00 
Set of 8 (2, 3, 4, 5, 6, 7, 8, 9) 80.00 
Set of 5 (3, 5, 7, 9, Putter) 50.00 
Individual clubs including Putter, Wedge.............-..--..-----.-------- 10.00 


THE HEAD DESIGNS OF THE TROY 
50 IRONS AND THE TROY 55 
WOODS ARE THE SAME AS THE 
MARS 70 AND 75 RESPECTIVELY. 


LEVELUME PLATING, the finest pos- 
sible plating for iron golf heads, is 
the latest feature that's been added to 
the excellence of Grand Slam iron clubs. 
LEVELUME is a heavy, bright, nickel 
chrome and is more corrosive-resistant 
than any other plating — it has o 
smooth, neat, handsome look and it’s 
long-lasting! 


AUXILIARY CLUBS 


SUPER CLEEK (Special No. 5 Wood)- 
Small, pear-shaped head with shallow 
face and with several degrees more loli 
than a standard No. 4 wood. Genuine 
Persimmon head with brass back. French 
Walnut finish. Standard flex ATLAS shaft 
Black perforated leather Rib Guide grip 
Right-hand only. Men's specifications. 

CHIPPER—This handy approach iron was 
designed expressly for run-up shots. Same 
length as putter, has upright lie and 
slightly lofted face. LEVELUME chrome: 


plated flange sole head with shallow 
blade. THOR pattern shaft. Rib Guide 
leath $15.50 


PITCHING WEDGE—A very effective clud 
for pitching to the green. Deep, lofted 
(more than No. 9 iron) head with wide 
sole . . . LEVELUME plating on head. Rid 
Guide grip. Right-hand only. Mens 
specifications $15.50 


No. 1 irons are available in right: 
hand only—and only in models ATLAS 
90, ATLAS 90C, and THOR 80. 


RIB GUIDE GRIPS © The grips of all 
Grand Slam woods and irons have the 
popular RIB GUIDE built in. This very 
useful feature — a rib that runs down 
the back of the grip — has a comfort- 
able feel and helps to guide the hands 
and fingers into proper gripping position. 


NGTHS OF ALL MODELS @ Men's 
oods based on 421.” and 43” driver, 
xcept MARS 75 and left hand woods, 
hich are available in 43” only. Ladies’ 
are based on 4112” driver. Men's 
ons match 381.” No. 2 iron. Ladies’ 
ons match 3742” No. 2 iron. 


SPECIAL PUTTERS 


All special putters equipped with quality chrome-plated shafts. 
MODEL A—Aluminum mallet-type head of shallow depth with 
offset neck, Rib Guide leather grip—fancy perforated and spiral- 
grooved—flat on top side. Right-hand only........................$15.50 
MODEL B—Bronze head of shallow depth, wide top edge with 
wide bevel and slanting back to wide sole. Very long hozel. 
Fancy perforated, spiral grooved Rib Guide leather grip that is 
flat on top side. Right-hand only... $15.50 
MODEL D—Bronze head—with bright LEVELUME except 
for face—of mallet type; shallow depth and gooseneck. Fancy 
perforated Rib Guide grip that is flat on top side—spiral 


MODEL E—Shaliow bronze head with shallow, thick, two-way 


‘‘rocker'' blade—for right or left-handed golfers. Equiprt 
with red rubber, pistol-style grip—flat on top side............$! 2 
MODEL F—Short, shallow, wide bronze blade with goosenett 
offset. Equipped with red rubber, pistol-style grip—fiat on '% 
MODEL H—Steel head with LEVELUME chrome finish. Shallor 
thick blade with wide top edge and very wide flange solé- 
gooseneck. leather Rib Guide grip, on top side, 


MODEL S ‘'TWO — Shallow steel 
LEVELUME plating—with wide top edge and designed so tho! 
might be used by either right or left-handed golfers. Far 
perforated Rib Guide leather on top side—¥'" 


HILLERICH & BRADSBY CO. INC., LOUISVILLE, KY. Made by the Makers of Famous Louisville Slugger Bats 
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ven softball programs, which reign 

securely as industry’s No. 2 
summer sport*, can run into trouble. 

An unbeatable pitcher, an over- 
powering team that dominates the 
league, sloppy umpiring or a number 
of other developments can stiffle inter- 
est in this seemingly self-perpetuating 


sport. 


THE TROY 
TROY 55 

AS THE 
ECTIVELY. 


finest pos- 
f heads, is 
en added to 
n iron clubs. 
right, nickel 
jive-resistant 


hos However, through successful experi- 
bok and it’s 

ments, recreation directors have found 

the cure for virtually every ailment. 
JBS League Balance. Departmental teams 
5 ate the favorite for inter-company 
vith shallow leagues. But what do you do when two 
es more lof! 
sd. three teams develop perennial 


powerhouses and dominate play as they 
did at McKinnon Industries, a sub- 


back. French 
ATLAS shaft 


id i . 
hewn °F sidiary of General Motors Corp. in St. 
er $30.0 % Catharines Ont.? Last year, recreation 
ch iron wo director W. A. Barnes junked the sys- 
shots. Same 
ht tie on (mM and chose team rosters by drawing 
ME chrom: names out of a hat. How did it work? 
vith shale Under the new system, 60% of the 

/ 
RENE: gis ‘0 games played were won by a margin 


ffective 


of three runs or less; 749% by five runs 
Deep, lofted 


or less. Previously, only 34% were won 


d with wide 
on head, tif YY three runs or less and only 50% by 
only. Men: ® five runs or less. 

$15.50 


* New system completely eliminated 
lorfeited games at season’s end. 

* The three play-off berths in the “A” 
Group were not determined until the 
last week. In ““B” Group an extra game 
was played to break a tie for one of 
the play-off spots. 

* Interest was so high that the league 


ale right 
nodels ATLAS 
OR 80. 


‘In top spot. golf programs are sponsored 
by 93% of NIRA member companies: soft- 
hall by 90.8%. 


WORLD’S HIGHEST softball field, owned 


by Climax Molybdenum Co., Climax, Colo., 


nifers. ds 
perched 11.517 ft. above sea level on the 
with goose Continental Divide overlooking Fremont 
Pass. As a result, snow, not rain. plays 


je flange sole havoc with schedule makers. Two years ago, 
side, fancy pe 


llimax ballplayers ad to use bulldozers to 
oguee move four feet of snow from the field dur- 
ing the last week in May. 


top side—W'' 


Improve competition, participation 


SOFTBALL IDEAS 
BAT IN RESULTS 


Don’t take your softball program for granted. These tested 


ideas tighten competition, build interest and participation 


was able to start the play-offs at a time 
when 70% of the players were on lay- 
off for model changeover. 

Only complaint against the new sys- 
tem came from a few players who did 
not like losing department identity. In- 
cidentally, they were all members of 
previous years’ top team. 

Barnes strongly recommends, “if you 
want to pep up a lagging softball ac- 
tivity, try drawing teams out of a hat. 
You'll never go back to the old way.” 
Player Assignment. Not leaving 
team selection to chance, the Jewish 
Community Center in Atlanta, Ga., de- 
vised an elaborate system of player as- 
signment which could be used equally 
well in industry. The system was es- 
tablished after a committee studied the 
reasons why previous softball pro- 
grams had failed. Success was finally 
attained when the league was patterned 
after these recommendations: 


¢ Break up existing cliques. 

Separate troublemakers. 

Distribute good players evenly. 
Disburse the very poor players. 

Select strong players and natural 
leaders as team captains. 
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@ Set up suitable league regulations. 
e Ensure enforcement of league rules 
by appointing a strong and impartial 
league commissioner. 
Charge an activity fee. 
Provide topnotch equipment. 
Hire competent umpires 
Start all games on time. 
Insist that each team closely abide 
by league rules. 
Player Pools. \t’'s done in bowling, 
why not softball? To eliminate forfeits 
and accommodate additional players. 
some firms have set up player pools 
from which substitutes may be drawn 
to fill in for a sick or vacationing 
regular. These substitutes may be 
selected either by skill or rotation. 
Another variation of the player pool 
is used in departmental leagues in the 
event certain departments do not have 
sufficient players to form their own 
team. These “free agents” are chosen 
or assigned to existing teams at the be- 
ginning of the season. 
Noon Games. Several years ago. 
Eastman Kodak Co., Rochester, N. Y.. 
successfully experimented with lunch- 
time softball and had three noon-hour 
leagues in action during the summer. 
Games run precisely 30 minutes. Be- 
cause of frequent ties, standings are 
computed on the basis of two points 
for a victory, one for a tie. 
Safety. For several obvious reasons 
safety is particularly important in in- 
dustrial leagues. Here are some of the 
rules enforced by General Electrie in 
Evendale, Ohio: (1) Sliding will result 
in an automatic out; (2) street shoes 
or baseball shoes are not allowed; (3) 
all players must wear gloves; (4) any 
catcher wearing glasses must wear a 
mask; (5) no cuffed or rolled pants 
may be worn. 
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Gymnasium serves the purpose well for Kohler’s indoor archery range. 


JUNIOR ARCHERY 
SCORES FOR KOHLER 


Outstanding field course, indoor range and year-round youth 


training program fill activity calendar for Kohler archers 


66 Archery is strictly for those who 

are serious in pursuing the sport, 
not for those out for another night of 
fooling around.” 

With these stern words, children of 
Kohler Co., Kohler, Wis., employees 
are introduced to a 17-week training 
course in archery. 

This ominous greeting may seem 
like a negative approach to teaching 
a sport that offers years of fun and en- 
joyment. Yet, as in any sport, knowl- 
edge of the equipment and its proper 
use must be learned first, before the 
thrill of competition and achievement 
can be realized. 

And, that is exactly the purpose of 
the junior archery program sponsored 


by Kohler’s Senior Archery Club. 


FIRST PHASE 

The first phase of the program, a 
12-week session which starts in Janu- 
ary, is launched with a serious discus- 
sion of the common sense rules that 
apply to archery equipment and shoot- 
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ing the standard adult’s field round. 

Concentrating on safety and funda- 
mentals, the youngsters practice for an 
hour each lesson, which is sufficient 
exercise for most young archers. Then, 
for the last two lessons, the juniors 
take on the regulation indoor field 
round, which consists of shooting 112 
arrows at targets placed at varying 
distances of 12 feet to 20 yards (see 
photos above). 


SECOND PHASE 

The second phase of the junior pro- 
gram gets underway in mid-July with 
five lessons on Kohler’s outstanding 
outdoor range. 

Considered one of the finest in a 
State noted for archery activity, the 
Kohler outdoor range covers approxi- 
mately 20 acres of heavily wooded 
land. While an official outdoor course 
can be laid out in less space, the 
Kohler archers have tried to keep their 
range as close to natural conditions as 
possible. As the photos below right 
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Members of Kohler’s junior af 


attest, they have cleared very few trees 
in setting up the course. 

Here, the junior archers receive in- 
structions on additional safety rules 
pertinent to outdoor shooting and lear 
to compensate for wind and other con 
ditions. 

After completion of the outdoor 
phase of the training program, the 
Kohler junior archers are fully quali 
fied to pursue the sport on their own. 
While they may not yet be exper 
marksmen, they have become experts 
in the proper use of archery equip: 
ment. 

Other than shooting the regulation 
field course, no competitive shooting ot 
other special events are included in the 
17-week junior program. The emphasis 
is entirely on training. 


PROGRAM PHILOSOPHY 

In explaining the philosophy of the 
program, one of the two Kohler ir 
structors, George Henle, says, “As an 
instructor for junior archers, boys and 
girls from 12 years and up, I try of 
bear in mind at all times that is is fat 
more important for these boys and 
girls to know how to use their equip 
ment properly, for the safety of them 
selves and those around them, rathet 
than try to see who can get the highes 
score. A high score is little compens® 
tion if an accident should occur.” 

Since most boys and girls have 
played with toy bows and arrows 
teaching them the man’s sport, in some 
cases, requires extra concentration o 
safety. 

“Throughout the program, we Col 
tinually remind the youngsters.” says 


junior agrm take aim during weekly session. 


Henle, “that a bow is not a toy, but a 
weapon.” 

‘ceive ing Strict discipline is enforced at all 
oty rule limes when the youngsters are shoot- 
and lear ig, and Henle constantly cautions his 


few trees 


ther charges to “practice these safety rules, 

and see to it that others practice them, 

outdoor @ that all may fully enjoy this wonder- 
ram. the [ul sport.” 

lly quali Standard range safety procedures 


which center on a series of whistle 
ignals given by the field captain or 
instructor are followed to the letter. 
(ne blast of the whistle designates 
ime to shoot. No archer may walk 
thead of the shooting line under any 
tircumstance until two blasts signal 
the time to retrieve arrows. 

The junior program has been a suc- 
cessful adjunct to the many other 


heir own. 
expert 
e experts 
ry equip: 


regulation 
100ting oF 
led in the 


emphasis 


hy of the 
‘ohler in 
s, “As an 
boys and 
, I try bo 
it is is far 
boys and 
eir equip 
y of them 
m, rather 
he highest 
compenst 
yecur.” 

virls have 
d arrows, 
rt, in some 
tration 


n, we com 


ters.” says 


activities sponsored by Kohler’s Senior 
Archery Club. Comprised of 24 men 
and eight women, the seniors meet 
once a week, all year around from 7 
to 10 pm. 

While they do not select an in- 
dividual club champion as such, the 
Senior Club is broken down into four- 
man teams which compete for the 
club’s championship trophy, and shoot 
in other club events. 

The team concept has made a valu- 
able contribution to the club’s opera- 
tion. Since the idea was adopted, at- 
tendance at regular meetings and 
special tournaments has been greatly 
increased. 

Undoubtedly, the club’s remarkable 
shooting facilities have been a major 
factor in its success. However, par- 
ticularly in the case of the outdoor 
range, club operation of its own 
facilities always creates the familiar 
problem: maintenance. 


MAINTENANCE SOLVED 

Last year, however, the Kohler 
group hit upon a happy and effective 
solution, One man is given complete 
responsibility to maintain one target. 
from shooting point to target. Each 
man seems to try to keep his target in 
as good or better shape than the other 
27. The result is that the outdoor 
course is now in better condition than 
it has ever been. 

Archery’s success story at Kohler 
reflects similar achievements by em- 
ployee groups throughout the country; 
a success story that has seen the num- 
ber of NIRA member companies spon- 
soring archery programs jump from 
16% in 1919 to 28% last year. 


ARCHER’S GLOSSARY . . . 


ARMGUARD: a protector, usually of leather, 
worn on the forearm to guard against injury 
by the bowstring. Sometimes called bracer. 


ARROW-HOUND: one who picks up arrows 
from behind the target. 


BRACE: to bend a bow, to string a bow. 


CAST: the distance a bow can shoot an 
arrow. 


CLOUT SHOOTING: long distance shooting at 
large target (clout) marked out on ground 
with white flag in its centers. 


DRAW-WEIGHT: scale weight required to 
draw string back to its proper distance. 


DRAWING FINGERS: the first three fingers of 
the drawing hand. 


END: group of six arrows shot at a target 
before being retrieved. 


FLIGHT SHOOTING: competitive shooting for 
distance only. 


FLIRT: when arrow suddenly veers from line 
of correct flight. 


MARK: object shot at. 


NOCK: the notch for the bowstring in the 
end of an arrow; the grooves at the ends 
of the bow into which the string is slipped. 


QUIVER: receptacle for arrows. Belt quiver 
is worn on belt; ground quiver is one that 
sticks into the ground. 


ROUND: a definite number of arrows shot at 
definite distances, such as: American round, 
Boy Scout, Columbia, York, National, Junior, 
Team, etc. 


ROVERS: a game of shooting at random 
objects at unknown distances. Archer may use 
different bows and arrows because of various 
distances. 


SLASH: to jerk the fingers from the string 
in releasing the arrow, causing an inaccurate 
shot. 


SPINE: the degree of stiffness and resiliency 
of an arrow in relation to its size. 


TACKLE: all the equipment of an archer. 


TARGET: common target face is 48” in di- 
ameter. Center circle, colored gold, is 9.6” in 
diameter, around which are four concentric 
circles, each 4.8” in width and colored red, 
blue, black and white respectively. Score 
value: gold 9, red 7, blue 5, black 3, white 1. 
Center of target should be 48” from ground. 


KOHLER’S 28 TARGET OUTDOOR RANGE ... . closeup of typical target butt (left) shows use of deer picture target to create 
atmosphere of reality, Target No. 1 (center) on the rugged Kohler course presents a beautiful, if difficult, challenge for club members. 
Another target site (right) on the 20-acre outdoor field range. 
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TIPS 


for party planners 


Individual tipping is confusing enough, but what’s the policy 


when you pick up the tip as well as the tab for a large group 


by ADA PASKIND KAHN 


harge $10 a couple for a banquet. 

and the few complaints will be 
silenced if the program and food are 
good. 

Then, as has been done, ask each 
man to cough up another $1.50 for a 
tip. and you've really got trouble. 

When you compute the per person 
charge for any activity, always figure 
the tip. The custom has become uni- 
versal and shouldn’t be overlooked. 

The word “tip” was coined as an ab- 
breviated form of the phrase “to in- 
sure promptness,” but now has come 
lo mean, in most cases, a sum given oul 
of appreciation for services rendered. 

When individuals engage the serv- 
ices of a taxi driver, maid, or waitress 
in a restaurant, the tip is determined 
and given by the individual. However. 
when you contract for services for a 
group of employees or guests and want 
all the charges prepaid, tips should 
be predetermined and included in your 
overall cost figure. 

Prepaying gratuities helps to avoid 
extra time, fumbling in pockets and 
needless embarrassment among guests. 
It is an “extra” you can provide for 
your guests that will make their outing 
just a little easier and pleasanter. 


BANQUETS AND LUNCHEONS 
How much should you figure on for 
various activities? Banquets and lunch- 
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eons seem to be the most frequent in- 
dustrial activities where questions on 
tipping arise. 

As a general rule in hotels and res- 
taurants, 13% of the per plate food 
cost can be included as a tip for the 
waitresses serving the party. In some 
instances this amount goes up to 15%. 
but can be determined by discussing it 
with the catering manager. 

The amount of the gratuity can be 
paid to the manager of the restaurant 
or hotel’s facilities along with the 
charges for the food, and will later be 
turned over to the waiters or waitresses 
involved in serving the party. 

If the dinner party is to use check- 
room facilities, another 25¢ per person 
should be included to cover the 
gratuity for the checkroom attendant. 
If the restaurant or hotel maintains at- 
tendants in the washrooms, 10¢ to 15¢ 
should be included for each person. 
This amount can also be prepaid or 
paid along with the entire bill after the 
activity, so that guests will not feel 
obligated to tip the attendants indi- 
vidually. 


COCKTAIL PARTIES 

For cocktail parties, where buffet 
tables are set up with hors d’oeuvres, a 
10% gratuity should be added to the 
check. This amount will be divided 


among the bartender and others who 
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assisted with the preparation of the 
table. Even though there is little servieg 
rendered by waitresses during the 
party itself, the gratuity should be 
given out of appreciation of the attrae: 
live arrangement of the facilities and 
the comfort of the surroundings made 


possible by the employees beforehand 


TOURS 

Group tours also involve tips whieh 
should be figured in your overall cog 
whether the tour is a day long sight 
seeing trip for out of town visitors i 
your city, or a group of employees gq 
ing to Europe together. 

The generally accepted amount of § 
tip to be given to tour guides is 10% 
of the cost of each person’s tour, or bug 
seat, as the case may be. In most cit} 
sightseeing buses the driver and guid 
are the same person, but where ther 
is a driver and a guide, this amoun 
usually is split between the two, 
gratuity can be included in your pre 
payment for the tour, or a check sent 
the tour office afterward to be di 
tributed among the drivers and guide 


GOLF 

Golf outings present further ques 
tions on tipping when the compan 
plans to pay for all of the day’s ex 
penses. 

If caddies are to be used, 50¢ should 
be added to each boy’s charge for th 
day. If there is a locker room attendan 
who provides a towel for use with 
shower, 25¢ should be included fo 
each person who will use his facilities. I 
lunch or dinner is served during t 
day. 10% of the check should be addeg 
for the waitresses. At most golf club 
10% is also the rule for serving drinks 

In case of rain, when the party 1 
mains indoors to play cards and games 
and a porter is called upon to ser 
drinks, obtain cigarettes or perform 
other miscellaneous services; 10% 0 
the total tab is the usual gratuity. 

Other instances may arise in a com 
pany’s recreation program when th 
director wishes to include all gratuities 
in a prepayment. Usually thes 
amounts can be ascertained by askil 
the person arranging the activity. Pra¢ 
tices vary under different circum 
stances, and all who provide scrvice 
will gladly discuss the accepted mam 
ner of tipping with you when you make 
your arrangemeuts, 

A word of caution: for services sutl 
as hat check or washroom in which tht 
tipping habit is strong, guests should 
know the policy. 
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TEAM FIRST PRIZE 


Estimated 
Prize Money 


GUARANTEED 


- Fourth 


637 North Main Street Dayton, Ohio 


A Squad Prize will be paid when 12 teams are entered by an 
individual. 

FOR 20 TEAMS 

FOR 30 TEAMS 

FOR 40 TEAMS 


An individual that organizes a team squad of 12 or more will be eligible to par- 
ticipate for three special prizes that will be awarded to organizers of squads. 


Organizer of squad does not have to bowl. 

Organizer of squad will receive if one of his teams rolls highest 3 game total 
with handicap on an organized squad. 

2nd highest organizer will receive 

3rd highest organizer will receive 


Note — All Organized Squads Entries Close February 25, 1961 


Sanctioned By American Bowling Congress 
Member of State and National BPAA 


\ PAUL CHAMBLISS, Tournament Director 


1955 Entries __Prize Money — 1959 — Entries__ Prize Money — 
1956 Entries __Prize Money — 
1957 Entries __Prize Money — 
1958 Entries.__Prize Money — 1961 — Our Goal 


1960 — 


1960 Winning Team, 3 M’ERS, MINN. MNG. & MFG., HARTFORD CITY, INDIANA, Score 


ig 
f 
a 

: 

: 

4 


. Transmission Ass 


i». Coil Engineering, Coil Eng 


. Fabrie Club, 


. Maintenance, 


TEAM PRIZES 
3 Mer’s. Minn. Mng. & Mfg.. 
Hartford City, Ind 
Press Room, New Idea, AVCO Corp... 
Coldwater, Ohio 
Newsweek, MeCall Corp., Dayton, 0 
Fundamental Research No. 2, N.C.R 
Dayton, Ohio 
Copeland Ref. Co. No. 1, Sidney, 0 
Night Owls No. 15, N-C.R., 
Dayton, Ohio 
Tool Room, B. F. Goodriel 
Barkers, Bulldog Electric 
Bellefontaine, Ohi 
Sundown Farmers, Eli Lilly & Co., 
Greenfield, Ind 
Fulmer’s Guilt 
Ashland, Ohie 
Studebaker Pickup 
Packard Corp., Se 
Meadow Gold, Be 


Tray, O 


Products 


Ashland Post Offices 


USWA, Local 2559. Ontario Mfy 


Penton No. 4, Penton 
Co., Cleveland, Of 


Publishing 


International 
Harvester, Fort Wayne, Ind 

& Mfg., 
Roanoke, Ind 
Local 662, 
Canton, Ohio 
CIO 1331 No. 1, Republic Steel 
Corp., Youngstown, Ohio 


Macombers Steel Co., 


Moonshiners, North Amer. Ave. 
Columbus, Ohio 
Final Assembly, International Har- 


vester, Springfield, Ohio 

Dayton No. 2, N.CLR., Dayton, 0, 
Rockets, Wright-Patterson AFB, 
Dayton, 
High Flyers, 
Piqua, Ohio 


Hartzell Propeller, 


Strikers, Eli Lilly & Co., 
Indianapolis, Ind 
Precisionaires, Steel Prod.-Kelsey- 


Hayes, Springfield, 
Ft. Wayne National Bank, 
Ft. Wayne, Ind 


Coated Fabric, Columbus, Ohio 
Anchor Hocking, 
Winchester, Ind. 
Hatfield Electric, 
Speedway, Ind 
Amer. Standard No. 1, Amer 
Radiator & San., Tiffin, 0. 


Allison, 


North Mill, Columbus 


8209 


3171 
3107 


3104 


3099 


3089 
3095 


8081 


3067 
3067 
8066 
8066 
3064 


3061 


31. Mixers, Libbey-Qwens-Ford, 

Rossford, 0 3041 
32. Ternstedt Quintet, General Motors, 

Columbus, Ohio 3041 
33. Rubbermaid, Inc., Wooster, Ohio... 3040 
34. Ohio Art Bowlers, Ohio Art Co., 

Bryan, Ohio 3038 
35. Cases, Deleo Battery, Muncie, Ind... 3037 
36. Wallace, Wallace Metal Prod., 

Richmond, Ind 3037 
37. Handicappers, B. F. Goodrich 

Aviation, Troy, Ohio 3034 
38. Hewitt No. 2, Hewitt Soap Co., 

Dayton, Ohio 3033 
39. Dayton Power & Light, Dayton, Ohio 3032 
40. Kittyhawks, Wright-Patterson AFB, 


Dayton, Ohio 
Macomber V-Lok, 
Canton, Ohio 
Mound Laboratory, Monsanto Chem., 
Miamisburg, Ohio 

Mike-Sells, N.C.R., Dayton, Ohio 
Dispatch Comp. Room, Columbus 
Dispatch, Columbus 

East End Market, Van Wert, Ohio 
Deleo Make-Ups, Dayton, Ohio 
Hobart Mfg. Co., Dayton, Ohio 

5 Spares, Precision Rubber Prod, 
Dayton, Ohio 

Buekeye Foods, North Amer. 
Aviation, Columbus, Ohio 
Eveready, Union Carbide 
Prod., Cleveland, Ohio 
Die Job, Deleo Prod., Dayton, Ohio 


Macomber, Ine., 


Cons, 


Fireballs, Line Material Industries, 
Zanesville, Ohio 


Laeal 1299 ‘Dreamers,’’ Great 
Lakes Steel Corp., Ecorse, Mich 
Bombers, Diamond Chain Mfg. Co., 
Indianapolis, Ind 

jowen T.V., Ohio Communications, 
Richwood, Ohio 

Unit Welding, Tappan Co., 


Mansfield, Ohio 
Misfits, R.C.A. Victor, Marion, Ind. 
Sand Baggers, Monsanto Chemical, 


Dayton, Ohio 
Copeland Ref. Co. No. 2, 
Ohio 

Tre nt Co 


Sidney, 
Post Office, 


C 2, Jas. B 
Tne woeton, 
Special Parts No. 2, N.C.R., 
Payton, Obio 


Clow & Sons, 


3032 
3031 


3031 
3029 
3029 
3028 
3027 
3027 
3026 
3026 


3025 
3025 


3023 
3021 


3021 


3020 


3020 
3019 


. 3019 


. 3018 


3017 


8017 


3016 


$4000.00 


2000.00 
1000.00 


AFO0.00 
800.00 


800.00 
650.00 


600.00 


210.00 


205.00 
200.00 


195.00 


162.50 
162.50 
155.00 


100.00 
100.00 


100.00 
100.00 
100.00 
100.00 


100.00 
100.00 


100.00 
100.00 
100.00 
100.00 


100.00 


LADCO Heating, North. Ind. Pub 

Serv, Ft. Wayne, Ind 3013 
Archway ¢ Studebaker- 

Packard Corp., South Bend, Ind S012 
Silvertown, B. Goodrich, Akron, 

Ohio 3011 
Stolle No. 2, Stolle Corp., Sidney, 

Ohio 3011 
DAB No. 2, Detroit Alum. & Brass 
Bellefontaine, Ohio 3011 
Stock Ordering, Dayton 

3011 
Base Supply JATOS, Wright- 

*atterson AFB, Dayton, 3009 


Miller, Meteor No. 1, Bellefontaine, 
Ohiv 
Diamonds, U. S. Army, Ft 


Benjamin Harrison, In 
Our Gang, Wright-Patterson AFB 
Dayton, Ohio 3008 
Taystee Bread Co., Columbus, Ohio. 3007 
Gray Printing No. 1, Fostoria, Ohie 3006 
Spot Lamps, Guide Lamp, Anderson 

Ind 8005 
Pick Ups. Libbey-Owens-Ford 

Rossford, 
Pennsylvania Railroad, Lancaster 

Ohiv 
Yoder Engraving, Middleton, Ohio 2005 
Fairborn Lions, Wright-Patterson 

AFB, Dayton, Ohio 8002 
Belden Molds, Belden Mfg. ¢ 

Richmond, Ind 3002 


Automaties, Deleo Moraine, Dayton, 
Ohio 200) 
Reynolds & Reynolds No. 2, Celina 


Ohio 8001 
The Treaty Greenville, Ohio 
Wayne Works, Richmond, Ind 300] 
Lucky Strikers, Goodyear Atemi 
Waverly, Ohio 
Northwest Motors, General Eleetri: 

Co., Ft. Wayne, Ind S000 
Jets, North American Aviation 


Columbus, Ohio 
Depot Restaurant, Pennsylvania 
R.R.. Richmond, [nd 
Big John’s Restaurant, B. F 


Goodrieh, Akron, Ohi 


Ist United Life Ins., General 

Electric, Ft. Wayne, Ind 2098 
Ford Faleon, Ford Engine Plant 

Lima, Ohio 

Loeal 1017, C10. No. 2 


Portland Cement 
Wolf Pack, Fisner 
Ind 


Middle! 
Body, 


J. 1. Case No. 1, Churubusco, Ind. 2997 
Pin Busters, Chevrolet) Commercial 
Body, Indianapolis 2096 


Springfield Teachers, Springfield 
Board of Education, Springfield, 0 
Steelers, N-CLR., Dayton, Ohio 

Ves Sudendie Five, Lunkenheimer 
Co., Cincinnati, Ohio 

F. A. Davis & Son, Columbus, Ohie 2993 
Nickles Freshies, Frank Baker Bread 
Co., Lima, Ohio 


. The Beer Blasters, Trailmobile, Ine 


Cincinnati, Ohio 
Indiana Glass No 


2992 


Dunkirk, Ind 


Toolmaking No. 1, N.C.R., Dayton, 

Ohio 290) 
Franklin Stator No. 2, Franklin 

Electric, Bluffton, Ind 2a) 
Darts, Koehler Aireraft, Dayton, 0. 2991 
Log Cabin Bar, Chevrolet Gear & 

Axle, Detroit, Mich 2991 
Coilers, Deleo Radio, Kokomo, Ind. 2991 
Tip Tops, Frigidaire, Dayton, Ohio. 2990 
Faleons, Thompson Ramo Woodridge, 
Cleveland, Ohio 2990 
A.A.A. Vending, Deleo Products, 

Dayton, Ohio 2989 
Blue Bird Pies, Blue Bird Baking 

Co., Dayton, Ohio 2989 
Robinair, Montpelier, Ohio 
Bories No, 1, Firestone Tire & 

Rubber Co., Akron, Ohio 2988 
Wheels, Standard Register Co., 

Dayton. Ohio 2988 
Pesky Rams, WADD, Wright- 

Patterson AFB, Dayton, Ohio 2987 
Autometrology, Sheffield Corp 

Dayton, Ohio 2O86 
Renegades, Lincoln Eleetrie Co., 
Cleveland, Ohio 2986 


Office, Kroger Co., Cincinnati, Ohio 2986 
5 Deuces, North American Aviation, 


Columbus, Ohio 
Savings Society, Springfield Sav. 

Soc., Springfield, Ohio 2984 
Sth Year Students, Frigidaire, 

Dayton, Ohio . 2984 
National Carbon, Fostoria, Ohio 2984 
Reddy Kilowatts, Indiana & Mich., 
Electric Co., Ft. Wayne, Ind 2983 
Crows, Goodyear Atomie Corp., 
Portsmouth, Ohio : 2983 
Dayton Power & Light Co., No. 1, 
Greenville, Ohio 2083 


100.00 
100,00 
100.00 
100.00 
100,00 
100.00 
100,00 

10006 

100.00 
100,00 
100.00 
100.00 
100,00 


TO0.00 
100,00 


100.00 


100.00 


5.00 


00 


90.00 


S000 


0.00 
50.00 
50.00 


. Winfield Mayers, 
Toledo, Ohio 
Harold Reinhard, Atla 
Fostoria, Ohio 

Pete Horn, Lunkenheimer, Cincinnati 


10-Ineh Mill, Kaiser Alum 
Corp., Newark, Ohio 
Westerville Creamery, Westerville, 0 
Kroger No. 2, Dayton, Ohio 
Rockwel No. 2, Roekwell 
Corp., Bellefontaine 

Pugs, The Quaker Oats Co., 
Marion, Ohio 

Hinson Realtor, General Motors, 
Columbus, Ohio 

Steel Drivers, Link-Belt 
Indianapolis, Ind 
National Lime & Stone, 


Chem 


Register 


Buckland, 0. 


3-GAME INDIVIDUAL PRIZES 


(WITH HANDICAP) 
Ralph Keller % Electric, 
Bellefontaine 
Tom Wininger 
Detroit, Mich 
Vie Moore, Sealtest, Hamilton 
Kenneth Star, North American 
Aviation, Columbus, 0 
Dave Barney, N.C Dayton, 
dim Ellis, F. A. Davis & Sor 


Chrysler Missile 


Ohio 


Ohi 
ij National Bank, 
Tire & 
Hartzell 
Davton, Ohi 
Hamilton, 0 


« 
| nO 
0 
r Mould 
Mh Var 
it 
tor 
Mfy 
Libbey -Owens-Ford 


Libbev-Owens-Ford, 


s Stele, Dayton 


t Ohio 
Talley, Effl-Cell-0 


Bernard Cook, Logan Clay Prod., 
Logan, Ohio 

James MeCarty, Dayton Etehed 
Prod, Dayton, Ohio 
Bill Brown, N.CLR., Dayton, Ohio 
Dorris Newton, Philip Morris, 
Lauisville, K 

Norh Klosterman, New Idea 
Coldwater, Ohio 

Ibert Lewis, Ford Motor, Dearborn 


McLain, Copeland Ref. Co, No. 2 


Wheeling, Wo Va 
John Arney, Prov 
Dayton, Ohio 
Reuben Ledford 
Canton, Ohio 
Wayne Wolfe, Timken Roller 
Bearing, Columbus, Ohio 
Carl Gubash, General Tire 
Tom Taconis, Westerville 
Westerville, Ohio 

Carl Luerman, Johns-Manville, 
Richmond, Ind 


irement 
Macombers Steel, 


Akron, 0 
Creamery 


Dana Corp., 


Crankshaft, 


O00 


126 
tid ae 2983 50.00 
‘ 66 124) 2082 45.00 
J 
| | 131 2982 45.00 
b 
32 
7 
42.50 
1 m 
550.00 
10 71 
— 
1] 
2078 450,00 
12 73 
13 i) 
{ 3070 875.40 
15 ae 
: 337.50 
| is | 
297.50 79 
297.50 
81 3 721 125.00 
19 N70 
i 
275.00 R2 717 100.00 
3057 265,00 83 977i 
21 3055 255.00 M4 712 a0 00 
3053 240.00 — Manstir 711 29 
23. Dale Shef 
3053 240.00 Rubber, A 
24 N7 Garie TI : 
3050 225.00 92.50 Piq 5.01 
... 3049 215.00 11. Martin 
26 x4 7? 12. George Dil 
= >. Ray 
9] 14. Charles Stir 00 
3045 os 15. Charles Flook ean 40.00 
29 92 16. Louw Nolan, 
. BOL 9997 Cleveland, 0 — 
3042 190.00 9907 oF Payne, 0 10.00 
OF 18. John Blackt 
182.50 Winchester 50 
82.50 ONS 
175.00 Wert, Ohi an 
97 80,00 21. Paul Links 
22. dim Carr, \ an 
100 Hartford Cit 1.00 
24. Jim Warrisor 
10) ‘i Middletown 689 1.00 
25. Hentor 
— 75.00 
150.00 102 Toledo, Ohio 689 1,00 
142.50 103 26. Lowel Sin, 
700 Toleda, Ohis ARG 4.00 
; 41 142.50 104 27. Jack Hoover, Line Material 
72.00 Zanesville, 688 3.00 
132.50 105 00) 28. John Holicki, Great Lake Steel, 
42 106 Ecorse, Micl GRR 
29 5 Chark 
132.50 72.00 28, Charts 688 53.00 
122.50 107 30. Tarr 
44 72.00 
108 65.00 a 
122.50 109 2] 
( 2M 
46 107.50 110 65.00 92 687 
49 100.25 62.50 34 
119 
m0) 100.25 113 35 
5 
53 Sid ( 0.15 
17 51.67 683 20,15 
39 
55 118 51.67 6X3 0.14 
ap 
683 20.14 
50.00 i 
5g « ‘683 20.14 
121 50.00 42 682 0.14 
192 50.00 683 0.14 
60 123 $4 
ve 125 tt 
47 681 18,33 


45.00 


45.00 


45.00 


PRIZE FEE $4.35 


BOWLING 1.50 
TOURNAMENT 

EXPENSE 1.15 

TOTAL $7.00 Per man 


Rules On Reverse Side 


The__- 


Representing ________ 


TEAM 


First Place 


Name of Firm for Which Bowlers Work 


Time of Shifts 


p.m. 


p.m. 


Hereby makes entry in the Twenty-fourth Annual 


(Use Last Year's Final Averages) 


April 1, 2, 8, 9, 15, 16 
DATES April 22, 23, 29, 30 

May 6, 7, 13, 14 

May 20, 21, 27, 28 


Saturday — 10:30 a.m., 1:00 p.m., 
3.30 p.m., 6.00 p.m., 8:30 


Sunday — 10:30 a.m., 1:00 p.m., 
3:30 p.m., 6:00 p.m., 8:30 


NO 8:30 p.m. Shift May 28th. 


ALL SUNDAY 8:30 SHIFTS WILL 
HAVE SQUAD PRIZES 


List Names in the Order They Will Bow! ABC | IND GIVE NAMES IN FULL ABC | IND. 
PLEASE PRINT OR TYPE He. pAVS. PLEASE PRINT OR TYPE No. | AVG. 
4 
2 
3 6 
Captain Address Phone. 
City. State. 
Establishment in Which Team Bowls 
ist Choice of Date and Time_- ...2nd Choice___ 
Entry Blanks will be mailed upon request. Call or write 
DO NOT WRITE HERE 
ENTRY No. | 
DATE REC'D 
CASH M.O. CHECK 


City Secretary Name 


Address 


(Does NOT Require Signature of City Secretary) 


Make All Checks Payable to 
HARRY ZAVAKOS, Treasurer 


637 N. Main St. Dayton, 5, Ohio 


City 


For Further Information 
or Reservation, Call 


BAldwin 2-6151 


637 N. Main St. Dayton, 5, Ohio 


50.00 
50.00 
: 
45.80 4 
42.50 
42.50 
:S 
150.00 Address 
125.00 
100,00 
5.00 
90.00 
0,00 
500 
25,00 
14.00 
1.00 
1,00 
2 
53.00 
200 
a0 
1 An 
roo y 
20.14 = 
20.14 
on.14 
0.14 
19,00 
19.00 
8.34 
> 
18.33 


tc 


SPECIAL PRIZES 


3. Ray Obloek, Forest City Foundries, 


(. Ferdelman, Dayton, Ohio 


Cleveland, Ohio 257 25.00 T. Barron, Dayton, Ohie 
OPENING SHIFT SQUAO PRIZES $. Ron Balsley, Wright Industrial Supply, 0. Evans, Dayton, Ohio 
Rockets, Wright-Patterson AFB Toledo, Ohio: 257 25.00 Wilkins, (Owens, Hl 
Payton 8053 $ 25.00 SUNDAY NIGHT SQUAD PRIZES $ 370.00 Durant, Coshoeton, 
Lucky Strikers, Goodyear Atomic G. Budger, Columbus, Ohio 
Waserly. @hic 2000 15.00 TOTAL SPECIAL PRIZES $1470.00 G. Payne, Cleveland, Ohio 
Autometrology, Sheffield Corp., Dayton 2986 10.00 
HIGH TEAM, ONE GAME (Actual) L. Davis, Hagerstown, Ind. 
Shifters, Wright-Patterson AFB, Weaver, Dayton, Ohie 
Hatfield Electric, Speedway, Ind.. 1041 100.00 J. Thomas, Dayton, Ohio 239 ie 
Kittyhawks, Wright-Patterson AFB, J. Stracka. Homestead. Pa 211 Sur, 
Payton, Ohio 1020 0.00 Duce, Coldwater, Ohio 235, 
HIGH THREE-GAME TEAM (Actual) 216 Garnes, Columbus, Ohio 
C10 1331 No, 1, Republic Steel, m. Supper, Dayton, Ohio Marquis, Dayton,. Ohio 
Youngstown, Ohio 2875 $ 150.00 Chas. Cron, Dayton, Ohio 202 L. Rush, South Bend, Ind 
Hatfield Electric, Speedway, Ind 2870 100.00 Me Boggs, Hamilton, Ohio 233}. Lansaw, Middletown, Ohio 
Local 1299 “Dreamers, Great Lakes, Houser, 223 B. Wolf, Charleston, W. Va 
Ecorse, Mieh IRIS 50.00 Sekoleski, Dayton, (hie 218 B. Brown, Cincinnati, Ohio... 
M. Adams, Indianapolis, Ind. 233 J. Woodruff, Whiting, Ind 
SINGLES, THREE GAMES (Actual) J. Proper, Indianapolis 246 Cleveland: Galo 
Ralph Keller, Bulldog Electric, R. Henderson, Wooster. Ohio 283 Baker, Troy, Ohio 
Bellefontaine, Ohio 100.00 H. Knox, Ft. Wayne, Ind 225 \. Lewis, Dearborn, Mich 
John Holicki, Loval 1229, Great Lakes Rertsehi, Dayton, Ohio 224 Carmazzi, Vellefontaine Ohio 
Steel, Ecorse. Mich elli, Dayton, Ohio 232 E. Fowler, St. Louis, Mo A 
subber, Akron, Oni 29.00 G. Walker, Van Wert, Ohio 
HIGH SINGLE GAME (Actual) kt. D. Merriman, St. Marys, Ohio 25 0. Kistler, Dayton, Ohio 
Rush, Studebaker Pickup, Soutt K. Sather, Dayton, Ohio 204 J. Hoover, Zanesville, Ohie 
Bend, Ind Hb G. Swartz, Mansfield, Ohio J. Turkel, Canton, Ohio 
Heinz Balzuweit, Da 25s 75.00 G. Kennison, Cincinnati, Ohio 211 Thorley, Canton, Ohio 


All bowlers on a team must be employed by the same industrial firm, business establish- 
ment, etc., means where bowler earns his living — part time employees not eligible. 
Employees of bowling establishments or bowling supply houses are not eligible. 
Three games will be rolled with a team prize list and an individual prize list, both with 
handicap. One fee of will embrace both prize lists. 

handicap of will be used in team competition. 

handicap of will be used in individual competition. 
1959-1960 final averages will be used, but singles or doubles league average needn't 
be used if bowler has team average. Mixed league average will NOT be accepted. 
A minimum average of 128 will be in effect. 


Averages to be used will include | or more games as of if bowler 
does not have 1959-1960 average. 

bowler must use his highest league average. 
Any bowler not having an established league average must use average. 


Entry fee must accompany entry blank. 

Prize fee of per team will be returned 
At least 1 prize for each ten entries. 

Team captains must show ABC cards when registering. 

Any bowler not having an ABC card must pay 

A bowler may participate only in this tournament. 

Teams will be paired according to pin average or prior reservation. 

The first captain reporting will draw the alley assignment for both teams, and bow! all 3 
games on the same pair of lanes. 

The team may use other than its sanctioned name 
dues. 


to prize fund. 


the payment of additional ABC 


and enter 
of additional ABC dues, providing they work for the same employer. 
Averages of prize winning teams and individuals will be checked and any found to be 
incorrect will mean forfeiture of entry fee. No more handicap will be granted after 
captain checks in, due to averages being too high. 


the payment 


The is responsible for the correctness of all averages. 
The team captain must report to tournament headquarters scheduled 
time. 


Out of town entries must have name and address of city secretary. 


The tournament manager reserves the right to reject any entry. 


o > 
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In 
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RESEARCH REPORT, from page 12 
tion of a recreation program to develop understanding or 
merely to help create a receptive attitude toward company 
policy ? 


Agree 
Disagree 
Undecided 40 58 56 47 


Production. Active participants in industrial recreation 
programs are usually the most dependable and productive 
workers. Total response shows that most employees are 
either undecided or feel that active participants do not 
necessarily make the best workers. This type of question. 
however. can hardly be answered without prejudice. Quite 
naturally, the majority of recreation participants agreed 
with the statement. 


Company A Company B Company C Company D 
Agree 20% 17% 22% 35% 
Disagree 29 28 28 37 
Undecided 51 55 50 28 


Cooperation. The recreation program of my company 
brings about better understanding and greater cooperation 
between the employees and the various levels of manage- 
ment people when they all participate together, The results 
provide a surprisingly strong endorsement for management 
participation in employee recreation programs. 


Company A Company B Company C Company D 
Agree 66% 47 Yo 39% 52% 
Disagree 6 7 1 12 
Undecided 28 46 50 36 


Recruitment. The company’s recreation program attracts 
good prospective employees to the company. While most 
employees are either undecided or disagree, it is significant 
that the employees at Company A, which has the best of the 
four programs studied, generally agree with the statement. 


GAME-TIME’S NEW 
PULL-AROUND WHIRLER 


A safe, imaginative, new Game-Time merry-go-round for 
tots. By grasping wheel atop fixed centerpole, one child 
can easily turn movable steel platform—which rides on 
heavy duty, sealed-in bearings. Available with portable or 
stationary base . . . and with or without Game-Time’s 
exclusive Saddle-Mate animals. Colorful, it has a bright red 
Grab-tite finish and a peppermint striped centerpole. Size is 
64” diameter. Choice of delightful, molded fiberglas Saddle- 
Mates includes: Horse, Donkey, Camel, Duck, Swan, and 
Elephant. Here’s a whirler no playground should be without. 


Write for free literature 
on Game-Time’s complete line of 
playground, sports, and park equipment! 


GAME-TIME, INC. 


608 Jonesville Rd. Litchfield 1, Michigan 


Community Relations. People in the community like the 
company better because of its recreation program. Luke- 
warm response probably results from the fact that this is 
not generally regarded as an employee problem, but is of 
direct concern only to management. Program quality is also 
a decisive factor, since, again, only Company A employees 
(12% of those who made a decision) agreed with the state- 
ment. 


Agree 36% 19% 11% 24% 
Disagree 14 22 23 28 
Undecided 50 59 66 48 


Family Happiness. Employee family participation in the 
company’s recreation program adds to the happiness of the 
employee and his family. Strong affirmative response indi- 
cates that industrial recreation is successfully fulfilling one 
of its most important functions. This widespread agreement 
isespecially interesting since Company B has very little and 
Company C has no provisions for family activity. 

While these pilot study findings are by no means con- 
usive, they have paved the way for more extensive re- 
‘arch efforts. By refining the techniques and methods used 
in the pilot study, future researchers will develop certain 
‘andards or “yardsticks” by which management will be 
ible to measure the intangible benefits of industrial recrea- 
tion programs. 


Company A Company Company C Company D 
67% 35% 33% 75% 
5 12 15 3 
Undecided 28 53 52 22 


\EXT MONTH: Employee Attitudes Toward Specific Aspects 


Company A Company B Company C Company D 
Agree 38% 13% 7% 9% | 
Disagree 25 30 35 44 
Undecided 47 57 58 47 


“Let’s Have a Picnic!” 
B PICNIC MANUAL 


CONTAINING: 


‘GAMES AND CONTESTS 


Including 
Planning Charts ° Sites $1.00 Each 
Themes * Finances post paid 


Publicity .. . Etc. 
PROFITABLY USED BY HUNDREDS OF 
FACTORIES, SCHOOLS, AND CLUB RECREATION LEADERS. 


“Your Publication Lets Have a Picnic is one of the most 
Helpful Booklets For Planning An Outing I Have Ever Seen. 
We Should Have Had Something Like It In Our Club File 
Years Ago.’’ ___Reynolds Metals Company, Richmond, 
Virginia. 

“Fills A Real Need.’’ ___Thompson Products, Inc., Detroit. 


“‘Last Summer I Used Your Manual For Our Picnics and 
Found It Most Useful And Beneficial.’’ Defense Plant 
of Proctor & Gamble, Milan, Tennessee. 


ORGANIZATION SERVICES, Inc. 


8259 LIVERNOIS AVE. DETROIT 4, MICHIGAN 


Please Send_____Manuvals Check Enclosed [] Bill Us 


C) Please send Suggested list of prizes for game and contest 
winners. 
() Please Send FREE Children’s Christmas Party Manual. 


Organization Address 


City State 


Your Name 


of Industrial Recreation Programs 
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NIRA Bowlers 


ready out for industrial bowlers at 
Milwaukee’s 48-lane Rose Bowl, site of 
this year’s 14th annual National Indus- 
trial Bowling Tournament. 

Co-sponsored with NIRA by the 
Allis‘Chalmers Mfg. Co., the meet, 
which will be held on the weekend of 
March 25-26, is expected to draw a 
record field of 96 industrial teams. 

For the first time, competition will 
be open in two divisions: Open 
(scratch) and Industrial (875 maxi- 
mum team average). Formerly, all 
team entries were restricted to a maxi- 
mum 940 average. 

Individuals will not be classified in 
divisions, but will use the scores rolled 
in team competition to qualify for a 
host of outstanding merchandise prizes. 

Top prize for individual high total is 
an RCA Whirlpool Supreme portable 
dishwasher. Donated by the Whirlpool 
Corp., the Supreme has a capacity for 
12 full place settings plus 40 additional 
pieces of silverware. 

Individuals competing in the tourna- 


AUTOMATIC iy 
LANES 


he welcome sign (see photo) is al- 


ment also have the option of entering a 
voluntary singles event for cash prizes. 

Another change shortens the tourna- 
ment format from the traditional nine 
games to eight games. This allows more 
travel time to and from the tournament 
site and leaves Saturday night open for 
an informal buffet and reception for 
bowlers. 


ELIGIBILITY RULES 

Entry fee is $40 per team to cover 
bowling fees, prizes and trophies and 
administrative expenses. Companies 
may enter two teams from each of their 
plant locations. NIRA membership is 
not required. However, each bowler 
must be a bona fide employee of the 
company he represents. 

Complete rules and entries have _ 
mailed to all NIRA members and past 
tournament participants. Additional 
copies may be obtained by writing 
NIRA headquarters in Chicago. 

Sanctioned by the American Bowl- 
ing Congress, the tournament requires 
all male entrants to be ABC members 


INDIVIDUAL CHAMPS—HIGH GAME 


1948 A. Fredericks, Wyandotte Chemical Co., Detroit, Mich. 285 
1949 __B. Pontone, Hudson Motor Co., Detroit, Mich. 252 
1950‘ K. Haviland, Briggs Beautyware Co., Detroit, Mich. 278 
1951 (Tie) J. Hogan, J. Berger, Hudson Motor, Detroit, Mich. 256 
1952 J. Hogan, Hudson Motor Co., Detroit, Mich. 259 
1953. M. Weber, Hudson Motor Co., Detroit, Mich. 300 
1954 E. Secrest, Columbus Coated Fabrics, Columbus, Ohio 259 
1955 (Tie) T. Binzen, U. S$. Steel Corp., Gary, Ind. 247 
R. Kula, Abbott Laboratories, North Chicago, Ill. 
1956 G. Bailey, Firestone Tire & Rubber Co., Akron, Ohio 269 
1957 P. Orto, Ford Motor Engine & Foundry, Dearborn, Mich. 279 
1958 G. Brechner, Gary Sheet & Tin, Gary, Ind. 267 
R. Morrell, The Budd Company, Gary, Ind. 289 
1960 _ V. Sitter, American Sterilizer Co., Erie, Pa. 279 
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SET ‘EM UP 
IN MILWAUKEE 


Industry teams, individuals roll off in NIRA’s 
14th annual national tournament, March 25-26 


and to present their membership cards 
prior to their scheduled bowling time. 
Each team will roll their eight games 
across 16 lanes. “A 


Originated in 1948 by the Goodyear — bear 
Tire & Rubber Co., the National Indus Fj 
trial Bowling Tournament normally Mod 
draws from a seven to nine state B54; 
Eastern and Midwestern area. 

Growth of the tournament is reflected Ski 
by the company locations of individual . 
champions listed in the box below. Last J, 
year marked the first time an Eastern § (hai 
bowler rolled the tournament’s high § inte 
game. Detroit’s early domination has 
long since been ended as more teams = 
from an ever-broadening area have 
entered the tournament each year. Tohr 

Colo 

LAST YEAR’S TOP PRIZE, an RCA 
Whirlpool Combination was awarded by 

Whirlpool’s Steve Wendelken (1) to IBM's Bow 

Tom Lent. This year’s individual winner will ¢ 

take home a Whirlpool portable dishwasher. rae 
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Basketball Coach Training Film 

A motion picture starring Ohio State’s 
NCAA-championship basketball team has 
been produced by The Coca-Cola Company 
as a training vehicle for basketball coaches. 

Entitled “Basketball—Fast Break,” the 
film shows how the Ohio State team handles 
such fast offensive action as the dribble- 
drive to the basket, the jump shot, the three- 
man weave down and the rebound. 

Shot this year, the 11-minute film is nar- 
rated by Ohio State coach Fred Taylor. 
“Basketball—Fast Break,” available through 
local Coca-Cola Bottlers, free 


Hunting, Fishing Films 

Two new 16mm sound, color movies, one 
on hunting, the other on fishing, are being 
made available on free loan by Anheuser- 
Busch through the distribution facilities of 
Modern Talking Picture Service, Inc. 

“Tampa Tarpon Tournament” gives fisher- 
men an exciting 14 minutes of the struggle 
toland a fighting tarpon. 

“Alaska Game Hunt” shows moose, grizzly 
bear and other big game in the 49th state. 
Also runs 14 minutes. Both films were pro- 
duced by World Outdoors, Inc. 


| 
| 
| 
| 
| 


Modern Taking Picture Service. Inc.. 3 E. | 


54th St.. New York 22, N. Y., free 


Ski Lift Specifications 

“General Information and Specifications 
for Roebling T-Bar Ski Lifts and Roebling 
Chair Lifts” is a unique publication of wide 
interest and value to anyone faced with the 
problem of moving skiers uphill. 

The engineering bulletin gives complete 


specifications and other background data 
plus illustrations for both type lifts. 
John A, Roebling’s Sons Division. The 


Colorado Fuel and Iron Corp.. 640 S, Broad 
St. Trenton. 2. N. J.. free 


Boat Trailer Laws 

Conflicting requirements for equipment on 
boat and other small trailers are confusing 
motorists who use such equipment, accord- 


ing to a survey by the Outboard Boating | 


Club of America. 


The survey, covering all 50 states, was | 


completed recently with results published 
in the second edition of OBC’s “Digest of 
State Boat Trailer Laws.” The booklet lists 
the many instances of conflicting regulations, 
hot only between states which border one 
another, but even within a given state. 
Outboard Boating Club of America, 307 N. 
Michigan Ave.. Chicago 1, Ill.. free 


Boating Facilities 

House marinas, shoreland reclamation, 
floating piers, financial benefits that a 
Marina can bring to a community and many 
More subjects of interest in planning boat- 
ing facilities is included in the third edition 
of “Boating Facilities.” published by the 
Outboard Boating Club of America. 
Outboard Boating Club of America, 307 N. 
Michigan Ave., Chicago 1, Ill., free 


| 
| 


| 
TROPHIES 
Pus FREE 


hus BONUS! 


Modern Design .. . 
Finest Quality ... | 
Fast Service ... 
Lowest Prices... 


ENGRAVING with 
ANY and EVERY TROPHY 
You Order from Us 


FREE GIFTS with 


Every Purchase! 


Write for 
FREE CATALOG 


Add to the appeal of your employee recrea- 
tion programs with our superbly styled team 
and individual trophies. Choose from a huge 
selection—enjoy amazing savings on trophy 
needs for bowling, baseball, golf, basketball, 
and all other sports and recreation activities. 


1450 W. DEVON AVE., Dept. RM 
CHICAGO 26, ILLINOIS 


It’s much more fun with friends! 


Travel, that is. And Group Travel by 
American Express is of the lasting vari- 
ety of fun. Long after your group of 
employees has returned home, they’ll 
retain wonderful memories of a trouble- 
free vacation. Because American 
Express is the largest and most experi- 
enced travel service available, it can 
provide transportation, hotel reserva- 
tions in advance of every stop, sight- 


seeing, side tours to special fiestas and 


festivals, drive-your-own-car service— 
everything! So visit, write or call 
American Express, or send in the coupon 


below. Either way, remember: It costs 
no more to use American Express—Travel 
Headquarters to the nation! 


American Express Travel Service 
Group Travel Unit, 65 Broadway, N. Y. 


Dear Sirs: Please send me free literature 
on Employee Group Travel. 


Name 


Company. 


Address. 
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HOW TO BUY 


Power boats 


Where do you want to go, what 
do you want to do and how 
much can you pay are the basic 
factors in choosing a boat 


If you're in the market for a power 
boat, what are the things you should 
know to “navigate” a good buy? 

According to information supplied 
by the Century Boat Company, your 
choice of boat should be based on three 
factors: the amount of money you want 
to spend—both at the outset and in 
later maintenance; the kind of water- 
ways available to you; and the purpose 
to which you want to put your boat. 

Of the 7,800,000 recreational boats 
on all waters in the U. S. during 1959, 
about 6,400,000 had motors. Buyers in 
increasing numbers are finding that 
boating costs have come down and that 
you can float a power boat loan as 
easily as you can a car loan. Not only 
have improved manufacturing  tech- 
niques brought boats within budget 
range, but the variety to choose from 
makes it certain that you will find the 
boat suited to need and purpose. 
Kinds and Costs. Cruisers start at 18 
ft., 60 horsepower combinations, and 
can carry you on a weekend jaunt on 
local waters or extended off shore 
cruising. There is virtually no limit to 
the length of cruiser that you may buy, 
but for all practical purposes, a cruiser 
in the 25 to 33 feet class is probably 
your best bet. If the cruiser does not 
come fully equipped, it can be fitted 
with complete head and galley—ice 
box, stove, sink and storage space—as 
well as sleeping accommodation for two 
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to six people in the cabins of boats up 
to 33 ft. Price: $2.500 to $20,000. 
Runabouts are a compromise be- 
tween the comfort of a cruiser and a 
rough-and-ready fishing skiff. Smooth 
riding and spacious, yet nimble and 
maneuverable, this “family fun” boat 
can do speeds up to 50 miles an hour. 
Dories are a good bet, if you're in- 
terested in an off-shore fishing boat. 
While short on comfort, these un- 
sheltered 12-18 ft. boats can’t be beat 
for riding the surf and swells beyond. 
A dory is built to ride best with a 
heavy load and ranges in horsepower 
from 15 to 100 hp. Price: $500. to 
$2.000. 
Key To Your Purchase. \n selecting 
a power boat, you have to consider the 
water you'll be navigating on. On calm 
tides a light boat will do, but you'll 
need a heavier craft if you plan to sail 
the bounding main. On choppy waters 
you'll need stability; a boat with plenty 
of flare to the topsides will keep the 
spray out. On a placid bay, you may 
get better speed from a boat with a 
low, non-resistant silhouette. 
Outboard vs Inboard. Outboard 
power boats cost less to buy and main- 
tain. Inboards will cost you more, but 
you'll get what you pay for, in comfort 
and versatility. Except for very shallow 
and weed-grown waters, your inboard 
will navigate anywhere, and delivers a 
smoother, quieter, and more com- 
fortable ride. Finally, it’s about 20% 
easier on fuel than a comparable out- 
board. 
Good Investment. The initial outlay 
for a boat may seem steep to you, but 
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remember that you’re making an in- 
vestment not only in family recreation, 
but in dollars and cents. Unlike auto- 
mobiles, boats don’t go out of style: 
after the first year’s depreciation—2% 
to 25%—your boat, properly main. 
tained, will hold its market value. 
Standard Musts. Once you have your 
boat, what other expenses can you ex 
pect? The basic Coast Guard require: 
ments for a Class 1 boat—16 to 26 feet 
long—call for a whistle, fire extin- 
guisher, red and green bow light, white 
sternlight, adequate venting devices for 
inboard motors and adequate life pre- 
servers for each passenger aboard, 
These musts are usually standard 
equipment on a new boat, but be pre: 
pared to part with $50. to $100. if you 
have to provide them yourself. 

An average trailer handling up to an 

18-ft. boat costs $200. And you can 
count on spending between $8. and 
$10. a foot for May to October dock 
space. It’s best to have your boat 
hauled ashore for the winter months— 
another $1.50. for hauling and drydock 
space. 
Helpful Accessories. You can im 
prove performance and increase com- 
fort, convenience and engine life by 
adding a few accessories. 

Special “booster” devices and aux- 
iliary fuel pumps help your boat 
engine to start up quickly after it has 
been inactive for a long time. 

A muffler, designed for size and kind 
of boat and engine, will take the roar 
out of an open exhaust line. This will 
not only put pleasure back into your 
boating; it will enable you to hear the 
whistle signals of other boats in a fog. 

An hour meter serves your boat the 
way a speedometer does your car: !! 
runs when the boat engine is running 
and tells you how long the engine has 
been operating since the last service 


job. 
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mm Sound Slidefilms 


COACH-TEACH-STUDY 


Every high school and college athletic department 
should have a complete set of these modern teaching 
aids. The Athletic Institute’s 35mm sound slidefilms 


are the greatest sports instruction aids ever produced. 


They're now used to teach sports skills to over 
6,000,000 students every year. Slidefilms are easy-to- 
They'll 


help make your teaching job easier. Each kit con- 


understand, authoritative, and economical. 


tains color slidefilm units (available with or without 


sound records), instructor’s guide, and student 


handbook. 


fe by NOW AVAILABLE IN TWENTY-FOUR POPULAR SPORTS SUBJECTS 


com: 


aux: *APPARATUS ACTIVITIES CAMPFIRE GYMNASTICS TRACK G FIELD 
for boys and men Sound, $17.80 for girls and women Sound, $60.55 Silent, $46.55 
boat Sound, $57.45 Silent, $49.05 CAMPCRAFT Sound, $44.35 Silent, $38.75 TRAMPOLINING 
* ARCHERY Sound, $17.85 Silent, $15.05 LIFE SAVING Sound, $35.55 Silent, $29.95 
Sound, $5475 Silent, $47.15 Sound, $34.20 Silent, $28.60 Sound, $30.25 Silent, $24.65 
| kind Sound. $72.20 Silent, $61.00 Silent, $39.50 Sound, $79.50 Silent, $68.30 Silent, $31.65 
> 
| na k Sound, $61 ‘00 Silent, $50.80 aes $51.70 Silent, $46.10 pT Silent, $26.30 Sound, $42.30 Silent, $36.70 
yout Sound, $34.30 Silent, $28.70 Sound, $43.85 Silent, $38.25 Sound, $57.15 Silent, $48.75 Sound, $65.15 Silent, $56.75 
ar the 
og. Write today for full 
at the details— 
ar: it Athletic 
stitute 
inning 
ri Merchandise Mart 2 
a Room 805 NON-PROFIT ORGANIZATION DEVOTED TO. THE ADVANCEME 
ervice Chicago 54, Illinois 
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MORE FISH 
BAIT CASTING! 

.. 
Monofilament 


| 


M-1-SPOOL 
STING REEL 


NEW REEL WITH M-1-SPOOL* 
MAKES IT EASY “9.1934 


ONLY 


FOR oes min 


Fool the big ones with 
monofilament —land 


Olin 
New Haven, Conn., 17 days in Europe. 
Eastman 


Ottawa, Quebec, 
_ to Washington, D. C. area. 


| 
RECREATION ROUNDUP 


Still More Travel 


To the growing list of employee 
group tours planned for spring and 
summer 1961, add: 
© California Bank, Los Angeles, to 
Hawaii; four plans ranging from 11- 
day jet round-trip to Waikiki Beach, 
meals extra, $355; to 15-day tour of 
Oahu and outer islands, American 
plan, arrive by jet return by steam- 
ship, $612. 
Detroit Edison Girls’ Club three 
weeks in nine European countries, jet 
round-trip, meals, hotel, guides, tips, 
taxes $985. 
Mathieson Chemical Corp.. 
Kodak Co., Rochester, 


N. Y., retired employees 32-day, 8,000 


_ mile cross-country railroad trip through 


21 cities including New Orleans, Las 
Vegas. Los Angeles, San Francisco, 
Denver, Chicago, no meals, $500 in- 


cludes hotels at stopovers. Two other 


retirees’ one-week to Toronto, 


Montreal; one-week 


trips: 


¢ Grumman’s Bethpage Aircraft Tour 
Club, Bethpage, N. Y., 25-days to 15 
_ European cities, all hotels, meals, tours 
gratuities, $698. 

e¢ Thompson Ramo Wooldridge, Cleve- 
land, 17-days to Hawaiian islands by 
jet economy class, hotels, most meals, 


tours. $850. 


them with bait casting power! Now bait | 


casting monofilament (long a difficult-to- 


master art) is easy with the spectacular | 


new Shakespeare M-1-Spool Casting Reel. 
Precision construction and Shakespeare 
“automatic thumb” 
drag assure smooth, effortless, backlash 
free casts. No. 1934 heavily chromed brass 
for fresh or salt water (capacity 165 yds. 
15-lb. B/C $14.95 
Also No. 1938 in lightweight forest green 
anodized aluminum (same capacity ) $14.95 
*1-Piece spool for mono use. 
B/C MON-OVAL 
FLAT MONOFILAMENT 
FOR BAIT CASTING! 
Specifically for bait casting, its 
flat shape allows a limper, more 
flexible monofilament that re- 
duces tendency to overrun and 
makes bait casting with mono- 


filoment practical for everyone. 
No.6300X per 50-yd.15-Ib. $1.50 


SHAKESPEARE CO., KALAMAZOO, MICHIGAN 


SHAKESPEARE CO., (CANADA) pind REXDALE, ONT. 
® by Shakespeare Co., 1961 


FREE FISHING CATALOG 
You will enjoy this new big 
catalog ‘Successful Fishing 
yj with Shakespeare Tackle,” 
showing the newest in reels, 
rods, and lines. Plus pocket 
fishing calendar showing 
best days to fish. 
SHAKESPEARE CO., Dept. RM-3, Kalamazoo, Mich. 
Please send me absolutely FREE your big new tackle 
catalog and 1961 fishing calendar. 


Nome 


Address 


City Zone State 


adjustable casting | 


| Dayton Meet Thrives 

_ A rush of early entries forecasts a 

_ record field for the 1961 National In- 

dustrial Bowling Tournament sponsored 

by the Dayton (Ohio) Journal Herald. 
Harry Zavakos, tournament treas- 

urer, reports that this year’s meet 


PERFECT GAMES highlight the bowling 
| season at Champion Paper and Fibre Co., 
| Hamilton, Ohio, and IMB Corp., 
Rochester, Minn. LeRoy Snavely (1) 


should easily attract more than 2,00) 
entries compared with last year’s total 
of 1,974. While teams from eight state 
participated last year, representation 
in this year’s event will be expanded to 
at least 12 states and Canada. Already 
new entries have been received from 
New York, New Jersey, Tennessee, 
West Virginia and Canada. 

Teams entering the _ three-game 
handicap event will bowl at Dayton’ 
Varsity Lanes on one of nine weekend 
dates throughout April and May. 

To beat the March 27 entry dead. 


line, 


St., Dayton 6, Ohio, BAldwin 2-615] or 
submit the entry form inserted in this 
issue. Team entry fee is $35, and all 
bowlers must be bona fide employees 
of the company they represent. 


Bowling’s Cold War 


The verbal battle raging between the 
American Bowling Congress and _ the 
Bowling Proprietors’ Association of 
America could break into open warfare 
next month when the ABC holds its 
annual convention in Detroit. 

The present struggle for bowling 
supremacy began last summer when 
the BPAA passed additional restric- 
tions to its tournament eligibility rule. 
Now, to be eligible to compete in any 
event sponsored by the BPAA or any 
of its local affiliates, a bowler must con- 
fine his league and tournament play to 
BPAA-member establishments. 

Believing the rule to be unfair to 
bowlers, the American Bowling Con- 
gress let it be known that they will 
consider a new sanctioning rule at their 
forthcoming convention which would 


rolled the first 300 in a Champion league 
since 1951. Roy Jolly (center) Rochester 
IBM Club president congratulates Roy 
Quelle who rolled the first perfect game 


teams may write or call Harry § 


Zavakos at The Varsity, 625 N. Main § 
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in eflect’ nullify the BPAA rule. If | 
passed, the ABC would deny sanctions 
to any league or tournament based on 
full observance of BPAA eligibility re- 
quirements. 

However, the proprietors refused to 
back down and, at their mid-winter 
board meeting in January, concluded 
that the ABC proposal was not only 
unfair, but would also be illegal. If 
the proposal is adopted at the ABC 
convention, the BPAA has threatened | 
to file suit in Federal Court to enjoin | 
the ABC from énforcing the rule and _ 
the ABC sanctioning system. 

To prove their seriousness, the BPAA 


so appointed a special committee to | 
also app = ‘ si | glad to show you the wide selection 


study methods of setting up their own 
sanctioning system, establishment in- 


spection, equipment testing and quality 


control—all are ABC functions. 


Industrial Slow Pitch Rules 
Meeting in Cleveland, Jan. 25-28 


for their annual meeting, the Amateur 
Softball Association’s Commissioners 
Council clarified the following rules 
governing play in the ASA’s Industrial 
Slow Pitch Championships: 

* Each company team may carry 20 
players all of whom must be employed 
by the company they represent. 

* No team may “pick-up” players for 
the national championships. 

* All players on the same team must 
wear identical uniforms. 

* Official tournament entry forms must 
be signed by an ASA Commissioner 
and an official of the company rep- 
resented. 

Other business included selecting the 
sites for 1961 ASA tournaments: Men’s 
Fast Pitch, Clearwater, Fla., Sept. 15-' 
24; Women’s Fast Pitch, Portland, 
Ore, Aug. 25-Sept. 2; Industrial Slow 
Pitch, Toledo, Ohio, Sept. 1-4; Open 
Slow Pitch, Louisville, Ky., Sept. 1-4. 


in the IBM league’s 25-year history. L. R. 
Benson (r), Rochester Bowling Assn. 
secretary, checks the lanes to certify 
Quelle’s achievement. 


There’s “good will” sewn right into... 


Unitorms 


If you measure the success of your 
athletic program in terms of the 
“good will” it creates . . . you'll find 
that it pays to outfit your 

teams with GENERAL uniforms. 
Comfortable, colorful, superbly 
styled... GENERAL uniforms give 
any team that “well-dressed” look 
... are the kind that players 

are proud to wear. 

Your local sports dealer will be 


of styles, materials and colors 
that are available. Ask him 


|| GENERAL ATHLETIC PRODUCTS COMPANY, Greenville, Ohio 


EUROPE HAWAII EUROPE 


1961 Jet Vacation Programs 4 
Fly KLM-PAN AMERICAN-UNITED 
Scheduled Jet Airliners 
® No eligibility requirements 
® Weekly departures starting Saturday June 17. 


Plan A — $699* p.p.— 16 days North & Central Europe 
Plan B— $799* p.p.— 22 days Grand Europe 

Plan C — $759* p.p. — 16 days South & Central Europe 
Plan D— $549* p.p.— 15 days Hawaii & West Coast 

* Prices are all-inclusive. 

Tour Arrangements by Blue Cars, Ince. 


' SEND NOW FOR A SAMPLE BROCHURE 
: Fill in and mail the coupon to: 
EDWARD KRONES ENTERPRISES, INC. 
509 Fifth Avenue 
New York 17, N. Y. 


“...the more extensive a man’s knowledge 
of what has been done, the greater will be his 


power of knowing what to do”—Disraeli 
National Industrial Recreation Assn., 203 N. Wabash, Chicago 1, Ill. 
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MDUSTRY TENS 


Sports Trends 


To predict which phases of a com- 
pany sports program will enjoy in- 
creased participation in 1961, the Na- 
tional Sporting Goods Assn.’s “Trends 
in the Sporting Goods Market” may be 
helpful. While expecting increases in 
consumer purchases of all items, the re- 
port estimates the largest sales increases 
in tents 13%, gym equipment 11%, 
winter sports gear 10%, playground 
equipment 8.8%, pleasure boats and 
equipment 8.7%, baseball goods 8.2%. 


NIBL Drops “Industrial” 


At a special session in Las Vegas, 
Nev., Feb. 11, officials of the National 
Industrial Basketball League voted to 
drop the word “Industrial” from the 
league title. 

Effective immediately, the amateur 
loop will be known simply as the Na- 
tional Basketball League, not to be 
confused with the professionals’ Na- 
tional Basketball Assn. 

No reason was given for the change, 


however, only three of the league's 
present six teams could be classified 
as “industrial:” Akron Goodyear 
Wingfoots, Bartlesville Phillips 66ers 
and Denver D-C Truckers. The other 
three, Cleveland Pipers, New York 
Tuck Tapers and Seattle Buchan 
Bakers do not restrict themselves to 
“employee” players. 

The League also reelected George J. 
Kolowich, Jr., president of Denver Chi- 
cago Trucking Co., to his third term 
as NBL president; named Chuck Bloe- 
dorn, recreation director at Goodyear 
Tire & Rubber Co., as vice-president; 
and retained Warren Womble, activi- 
ties manager, Caterpillar Tractor Co.. 
as executive director. 


Cash for Shooting Promotion 


Three cash awards totalling $1,800 
have been set aside for the winners of 
Field & Stream magazine’s shooting 
promotion contest. 

Prizes of $1,000, $500 and $300 will 


be awarded to those promotion minded 


individuals who have done the most in 
behalf of shooting at the local level, 
who have activated programs for ney 
ranges or established rifle and shotgun 
clubs, who have led in the _ battle 


against unduly restrictive fire-arms 
legislation, or have worked the hardest 
to provide places for youth training 
in sporting arms. 

The entry, in the form of a 500-word 
letter of nomination, is to be submitted 
by those who benefit by the indi: 
vidual’s effort and forwarded to Field 
& Stream Editor Hugh Grey by April 
15. The letter should detail just what 
the local leader accomplished and how 
he went about it. Ten plaques will be 
awarded for honorable mention. 


SKF Sells Factor 


SKF Industries, Inc., a leading ball 
and roller bearings manufacturer in 
Philadelphia, Pa., believes strongly 
enough in its employee relations pro- 
gram to use it as a selling point to cus 
tomers. 

In an eight-page brochure, SKF em- 
phasizes the importance of human 
talent, knowledge, enthusiasm and 
drive in producing SKF products. The 


It will be sent to you 
iting 
by calling or wrt in 
Group Division, 
Happiness Travel Service, 


Chicago, 
oe Street, 
6 East Monr state 2-4900- 
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“SPLIT PERSONALITIES” bowling car- 
toons enlivened a 1961 novelty calendar 
produced by Osborne-Kemper-Thomas, 
Inc., Cincinnati 6, Ohio, for advertising 


purposes. Osborne-Kemper-Thomas also 
produces a number of other humorous 
and business calendars, booklets, gifts, 
specialties and greeting cards. 


firm assures customers that they get a 
“plus” factor because SKF employees 
are better informed, get more educa- 
tion, have more incentive, set safety 
records, are community minded, stay 
active and healthy and are better 
trained. 

SKF supports each of these claims 
with a brief summary of the company’s 
program and accomplishments in each 
of the employee service areas, includ- 
ing the firm’s recreation program 
which produces customer benefits “be- 
cause you know SKF encourages the 
all-around man and woman .. . the 
kind that make a company well-rounded 


and dependable.” 


Shirt Makers Seek Sponsors 


The newly formed Bowling Apparel 
Manufacturers of America have an- 
nounced a long-range, multi-phase pro- 
gram to increase greatly the number of 


sponsored bowling teams and to en- 
courage more manufacturing and retail 
establishments to serve as sponsors. 

As a part of this program, BAM will 
distribute nearly one million streamers 
for window and wall display urging 
bowlers to “Back Your Backers.” The 
group will also provide several thou- 
sand certificates which team captains 
will be asked to present to their team 
sponsors as a symbol of recognition. 

Other projects undertaken by the 
new organization include standardizing 
a modified U. S. Savings Bond award 


HE TOOK ME OUT OF THE “GUTTER® 


program for high scores and a “Seal 
of Quality” program to assure that 
all members’ products and advertis- 
ing meet certain standards of quality, 
thus safeguarding the consumer and 
strengthening the reputation of BAM 
members. 

Members of the new national or- 
ganization are: Air Flo Sportswear, 
Inc.; Crown Prince, Inc.; George 
London Corp.; Hilton Bowling Shirt 
Co.; Munsingwear Corp.; Nast Bowl- 
ing Shirt Co.; and Swingster Bowling 
Shirt Co. 


TH NATIONAL RIFLE ASSOCIATION SALUTES INDUSTRY! 


archery, as well as conservation. 


club also makes its range availa 
defense agencies. 


Northwest Airlines Sportsmen's Association was organized in 1954 by a group 
of conservation-minded employees. The club's interests expanded over the 
years and now include rifle, pistol and shotgun shooting, hunting, fishing and 


In addition to providing recreational shooting facilities for Northwest Orient 
Airlines employees, the club takes a vital interest in public service projects. 
Some recent examples have been participation in NRA’s nationwide “Hunter 


NORTHWEST AIRLINES 
SPORTSMEN’S ASSOCIATION 


ST. PAUL, MINNESOTA 


NORTHWEST ORIENT AIRLINES 


Harold R. Vlaar 
Howard L. Kanis 
Daniel A. Gohl 
Roy D. Hallgren 
Sheldon A. Stafford 
Edwin C. Johnson 


Write for Information 


Sponsored by 


CLUB OFFICERS 


President 

Vice President 
Secretary 
Treasurer 
Executive Officer 
Club Instructor 


NOW..WHAT SPORTS INTEREST yO 


Sighting-In Day” and sap junior marksmanship training courses. The 
le to members of law enforcement and civil 


NRA is proud of its association with Northwest Orient Airlines and salutes 
th the company and its employee gun club. 


NATIONAL RIFLE ASSOCIATION, 1600 Rhode Island Ave., N.W., Washington 6, D. C. 


Industrial Recreation Executives are invited to 
write to the address below for further informa- 
tion on organized rifle and pistol shooting. 1 
Details on how your company may sponsor an 
NRA-affiliated club will be sent without cost 
or obligation, of course. 
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“WANCOCK 


REG. U.S. PAT. OFF. 


ARKMASTER 


FAVORITE 
STOVE for 
COOK-OUTS 
in YOUR PARKS 
YOU'LL LIKE: PATRONS LIKE: 


@ Low Installation Cost @ Large 
@ Easy Removal of al Cooking Surface 

Body for Storage @ Positive Draft Control 
@ Padlocks to wide Utensil Shelves 
@ Quick Ash Removal 


from Either End @ Swivel Mounted Body 
Send for complete specifications and prices 


HANCOCK IRON WORKS 


CLASSIFIED 


RATES: regular type, 15 cents each word 
bold face type, 25 cents each word 
copy must be received by the 5th of the month 
before date of issue in which ad is desired 


HELP WANTED 


Male, unattached, between ages 35-55. Salary 
$3.600 plus full maintenance to start. Right 


Playgrounds 

PLAYGROUNDS: THEIR ADMINIS: 
TRATION AND OPERATION, third 
edition, George D. Butler, The Ronald 
Press Co., 15 E. 26th St.. New York 


10,N. Y., 513 pages, $7 


sign, 


Completely revised and newly illus- 
trated, this standard guide covers every 
topic that can contribute to improved 
planning and administration of play- 
ground programs. 

Outstanding features include current 
thinking on playground function, de- 


equipment maintenance; 


classified activities for all seasons of the 


year; guidance on administrative and 


| operating policies; and suggestions for 
_making use of volunteer leaders. 


| 
| 


| 
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Leisure, Psychoanalyzed 
LEISURE IN AMERICA: A SOCIAL 
INQUIRY, Max Kaplan, John Wiley & 
Sons, Inc., 440 Park Ave. South. New 
York 16, N. Y., 350 pages, $7.50 

As viewed by the author, leisure is 
no longer a “peripheral phenomenon, 


60 W. Pike Street, Pontiac, Michigan extracurricular to life and its value 


_ systems.” Rather, leisure’s “social and 


| 


person can eventually assume major responsi- | 


bility operation of home for aging blind. Must 
have good background of recreation or re- 
lated experience in institutional or agency 
setting. Permanent position, fringe benefits. 
Burrwood Industrial Home for the Blind, 
Arthur E. Copeland, Director, Cold Spring 
Harbor, Long Island, N. Y. 


POSITIONS WANTED 


_ Recent college grad with major in recreation. 
Qualified instructor in sports, handicrafts, 
cultural activities. Military oblig. fulfilled. 
Military and YMCA recreation experience. 
CP25— RECREATION MANAGEMENT 


Director of broad recreation program for 
large manufacturer seeks position with greater 
opportunity. B.S. in business admin. Married. 
Acceptable salary $575 per mo. 
CP30—RECREATION MANAGEMENT 


Do you know whether 
TABLE TENNIS _your players are using 
a legal serve and a 
legal bat? How much do you really know about 
one of the greatest carry-over sports? Be in the 
know. Send for “Table Tennis for You’—10c 


UNITED STATES TABLE TENNIS ASSOCIATION 
1031 Jackson St., St. Charles Mo. 


psychological roots arise from the cul- 
ture; the criteria of its judgment are 
imbedded in the culture; indeed, what 
people do in time free of commitment 
to work is a valuable clue to the direc- 
tions of cluture itself.” 

With this verbose expression of an 
unoriginal thought, Leisure in America 
goes on to document the social and 
psychological significance of games and 
sport, movement, immobility (“even 


boredom is a form of activity”) and 


the creative processes. The author con- 


_ tends that we must assess the possibility 


for the fullest development of creative 
values in the new leisure and find out 
just what contribution a creative leisure 
can make to the value-structure of the 
emerging society. 

Somehow the author is able to con. 
clude that leisure is neither a problem 
or a blessing, but only a phenomenon 
of abundance and material wealth. 


SCUBA Manual 


SKIN AND SCUBA DIVING, The 
Athletic Institute, Inc., Merchandise 
Mart, Chicago 54, Ill., 84 pages, 50¢ 
Newest student manual in_ the 
Athletic Institute’s sports handbook 
series explains the fundamental tech- 
niques of skin and SCUBA diving. 
Developed under the direction of 
professional underwater consultants, the 
booklet describes the sport’s basic re- 
quirements, use of equipment, etc. 


A Philosophy of Recreation 


MAN AND LEISURE, Charles K. 
Brightbill, Prentice-Hall, Inc., Engle: 
wood Cliffs, N. J., 295 pages, $6.60 

Heralded as a “searching, new ex 
amination of the real function of 
recreation,” Man and Leisure looks at 
the nation’s increasing leisure time and 
wonders if health and amusement are 
no longer sufficient recreation goals. 

The author asks the recreation ex 
ecutive how he plans to meet his grow: 
ing responsibility and makes him mull 
over such questions as: is leisure 
wrong? can recreation be overdone? 
is it a release or a recharging of 
energy? must there be a_ definite 
motive ? 


5128 W. NORTH AVE. 


WITTEK GOLF RANGE SUPPLY CO., INC. 


Complete line of golf supplies and equipment for indoor 
and outdoor practice ranges, golf courses and pro shops. 


Golf mats, golf balls, golf clubs, and all types of netting 
for golf practice at wholesale prices. 


WRITE FOR ILLUSTRATED CATALOG AND PRICE LIST 


CHICAGO 39, ILL. 
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REGISTRATION FEES: $40 for 
NIRA company and branch mem- 
bers; $50 for non-members wrap up 
a four-day bargain package which 
includes three luncheons, annual 
NIRA banquet and floor show, open- 
ing reception and tour plus admit- 
tance to all sessions and special 
events, souvenirs, door prizes, copies 
of conference program, directory 
and proceedings. Daily and single 
session registrations may also be 


MAKE PLANS now to attend this year’s 
20th anniversary NIRA Conference and 
Exhibit. Comprehensive program covers all 
phases — organization, administration, fi- 
nance, operation — of employee activities. 


requested at 


HEAR AND SEE top speakers, 
demonstrations and exhibits which 
kindle new ideas and keep you 
abreast of trends. 


MEET AND TALK with industrial 
directors. Together you have a vast 
pool of know-how unobtainable else- 
where in your profession. 


HELP AND BE HELPED in panel 
sessions where the give-and-take 
solves your recreation problems of 
today and tomorrow. 


proportional rates. 


Room rates at the Hotel Sherman 
conference headquarters run from 
$8-$15.95 single and $11.45-$19.95 
double. Room reservation and ad- 
vance registration forms will be en- 
closed in the May issues of the R/M 
and the NIRA Newsletter. 

Special wives program ($20) will 
feature sightseeing tours, fashion 
show, luncheon and other special 
activities of the conference. 


GO to ChicaGO in 1961 


oul 4 
the 
‘On: 
lem 
non 
n 
11-14 in Chica 
sure 
9 
lone: 
ig of : 
finite 
a 
x 


BOWLING WORKS FOR INDUSTRY AND BUSINESS... 


Nationwide Insurance Employees plan 
summer bowling leagues for cool fun 


In Columbus, Ohio, Nationwide men and women 
will be toting up high scores in fun—as well as pins 
—in their summer bowling leagues. They know that 
for mild, hot-weather exercise and sociable good 
times, their air-conditioned bowling center will be 
the coolest spot in town. 

With the addition of summer bowling, the recre- 
ation program planned by Nationwide Insurance 
Activities Association now includes bowling as a key 
activity for employees—all year around. 

During the winter season, Nationwide sponsors a 


50-woman league, a 60-man league, three meni 
bowling teams in city-wide leagues, and on 
women’s inter-company bowling team. 

Summer and winter, the relaxed, cheerful atmos 
phere of today’s modern bowling center provides af 
ideal setting for their employees to enjoy the king 
of good fellowship that carries over into the jobt 
give Nationwide Insurance a definite lift in e 
ployee relations and general morale. 

Yet total weekly expense is less than the com 
pany cost for any other major participation activi 


THE NO.1 
NAME IN 
BOWLING 
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